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When You Put Magnesium Plates on Your Press 


your customers get a finer 
printing job ...and you get 
lower make-r sadly costs 


plus easier handling! 


F YOU LIKE to have your company name men- 
I tioned in the same breath with “quality” when 
printing is discussed, then magnesium printing and 
pattern plates have extra advantages for you and 


your customers. 


FOR YOUR CUSTOMERS. Magnesium plates yield 
finer reproduction results when used for either 
direct or duplicate plate printing. Their superior 
dimensional stability ensures accurate register on 


every job. 


FOR YOU. Magnesium plates reduce make-ready 
time to a bare minimum because they’re highly 
accurate in gauge thickness . . . always produce a 
uniform impression. Then, of course, there’s light 
weight. Magnesium is easier to handle manually. 
It’s easier for your press to handle, too—permits 


greater safety and less strain at high speeds. 


\dd the moderate price and ready availability of 
magnesium to the list, then start putting these 
advantages to work in your shop. The first step is 
to contact your local plate maker. 


THE DOW CHEMICAL COMPANY, Midland, Michigan. 


The Dow Etch Process improves quality, reduces etching 


time on magnesium photoengraver’s metal. Write Dow, Mag- you can depend on 
nesium Sales Dept. MA398DD, for complete information 


DOW MAGNESIUM 
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You can get it all from Mead—Papermakers to America 


Mead Cover Papers Add Beauty 
and Character to Booklets and Catalogues 


The cover is the front door, the show- 
case for every catalogue, booklet and 
brochure that leaves your shop. Each 
is certain to make a good first i impres- 
sion and stand up better if the cover 
stock you use is from among the long 
list of cover papers made by Mead. 
No matter what the job or budget, 
you'll find a Mead cover stock ideally 
suited to your purpose. There’s the 
new Black & White Coated Cover, a 
perfect match, a perfect cover, for any 
job printed on Mead’s beautiful Blac k 
& White Enamel, the aristocrat of 


superfine coated papers. There’s Dilcol 
Translucent and Printflex Coated 
Cover, both available in sparkling 
white and ready to do full justice to 
the finest halftones and full-color sub- 
jects. There’s Potomac Cover, tops in 
the field for its printability, fine quality, 
and wide range of handsome colors. 
The Mead cover line also includes 
many other specialty covers famous 
for their ve ‘rsatility, quality and econ- 
omy. Each was de signed with your 
needs in mind. All are standard prod- 
ucts of The Mead Corporation. 


THE MEAD CORPORATION 


: x ; 
; -* 64 i Fei-eég 3 } 
i ; , ; 

i 


New York e 
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Sales Offices: Mead Papers, Inc., 
Chicago « Boston » 


Papermakers to America 


118 West First Street, Dayton 2, Ohio 
Philadelphia ¢ Atlanta 


Mead Cover Papers 


Black & White Coated Cover 
Dilcol Translucent 

Dilcol Offset Translucent 
Printflex Coated Cover 
Printflex Offset Coated Cover 
Leatheright Cover 

Spotlight Cover 

Highlight Cover 

Potomac Cover 

Potomac Velour 

Wood Grain Cover 


Ask your paper merchant for samples 


of these papers 
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..»PRE-SENSITIZED 
PLASTIPLATES! 


SPEED? Nothing’s faster, because all the processing 
steps are built right in. Just one solution and they're 
ready for the press. No complicated chemicals to 
scramble printing schedules. 


QUALITY? Plastiplates’ secret of quality is in the 
plastic that completely permeates the wood pulp base. 
Result: your image actually “bites into” the surface— 
gives stronger solids, softer tints, sharper detailed work. 


Anp now! —for longer offset runs, the CFC pre-sen- 
sitized aluminum plate—as easy to process as Pre- 
Sensitized Plastiplates—is available at all Remington 
Rand offices. You apply just one solution after exposure 
and you're ready to print! 


Write for free samples of Pre-Sensitized Plastiplates or 
a free demonstration of pre-sensitized aluminum plates 
to Remington Rand, Room 2075, 315 Fourth Avenue, 
New York 10. 


Remington. Frand 


DIVISION OF SPERRY RAND CORPORATION 
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Just Calin Us 


Direct Mail — the Universal Medium 


Direct mail advertising enjoys the double distinction of being one of 
the largest media for which reasonably accurate statistics are available, and 
also being the one medium which is used universally, regardless of the character 
of the business or the geographical area in which the advertiser is interested. 


Because of its flexibility, which makes it available to the neighbor- 
hood merchant as well as the manufacturer selling on a national scale, improv- 
ing direct mail is a subject of broad interest and importance. With the hun- 
dreds of thousands of companies large and small, including manufacturers, dis- 
tributors and retailers, mail-order advertisers and direct sellers, which find 
a constant use for mail advertising, raising the standards of design and pro- 
duction in direct mail is a challenge to the entire field. 


Manufacturers who recognize the power of direct mail at the local level 
have a great opportunity, it seems to me, in educating their distributors and 
dealers to the fundamentals of good direct advertising. Many of them provide 
material for dealer mailings, but beyond that there is a great need and op- 
portunity to work closely with dealers and jobbers to make sure that in terms 
of design, production and general character the mailed advertisement can create 


confidence and build good-will, as well as develop leads which can be converted 
into sales. 


Incidentally, since direct mail is in many cases the only medium of 
advertising available to the small business man, I wonder why the politicians 
in Washington, who are constantly proclaiming their desire to help him, con- 
tinue to discuss increased postal and other costs for direct mail without real- 
izing that the small advertiser is the one who will be hit hardest and hurt 


worst. 
ooo 
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How Effective Is Your Publicity? ... seeesouwes 21 


A top executive from General Electric brings you some 

“y | Vat of the techniques used for measuring your p.r. activity, 
XS! 
NE 


‘ based on his years of experience. CHARLES E. St. THomas 
t neednt be 


The Way to the Rural Market . . 


ect voooeeseoegcegones 


so hard to 
pull SALES ! 


a pm 


Mama-bird always manages 
to get her worm—but are 
YOU pulling your share of 
the business in YOUR 
MARKETS? 


If not, could the answer be a 
lack of sales-getting 
DISPLAYS? 


We can help you! Our displays 
really MERCHANDISE your 
product. We have the idea- 
experts and construction 
know-how to do the job from 
start to finish .. . 


e research and 
sales analysis 

e design 

e fabrication 

e shipment 

e market testing 


Centrally situated, we expedite 
shipping to every section 
of the country. 


LEARN HOW YOU, TOO CAN 
PULL MORE SALES! 


Write today for 
informative literature 
that shows the way! 


“ 


display 


1 


sales 


1638 GEST STREET 


CINCINNATI 4, OHIO 
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Promoting the sale of electric appliances took a three-way 
combination of dealers, manufacturers and the rural elec- 
trical co-operatives. RosBert B. KonrkKow 


The Art of Communication — Part! .......... 


The first of a fact-packed series by a recognized expert, 
this part covers you and meetings. RicHarp A. NAUMANN 


What Can Be Done With Screen Process .... 


A guide to the variety of materials which can be applied 
by this increasingly important process. 


Rainbow Color Effects from Single Impression . 


A new German device uses a split fountain of ingenious 
design to obtain new effects economically. JoHN DORNBERG 


A Dealer Program Builds Unity for Culligan ..... 


How 1,100 independent dealers work together to establish 
national identification with signs, decals and other media. 


Are Amateurs Ruining Direct Mail? 


Is this the reason why one of the major media in activity 
is still the stepchild of advertising? Dick Hopcson 


How to Get the Most Out Of Models 


A model, the president of a model agency, gives some 
good advice which will help increase the effective use of 
models in your business. EMILY Brooks 


Taking a Look at Trading Stamps 


AR examines the current situation in this burgeoning ac- 
tivity, and presents two reports of off-beat approaches. 


@ Gold Bell Aims at the Whole Family 


A stamp plan with special features for Mom, Pop and 
all the kids. Havitanp A. REVES 


@ Giant Eagle Sets Up its Own Stamp Plan 
A Pittsburgh chain of supermarkets does it itself. 


A New Plan for Christmas Gifts 


Selective gift certificate plans, which allow the recipient 
to choose his own gift, add a new dimension to the busi- 
ness gift field. 


A Selection of Outstanding Gifts — Part Il . 


AR presents its second list of new and unusual gifts for 
business giving. 


Effectiveness for Inserts 


Wise selection of paper adds impact to this business paper 
campaign based on multiple use of inserts. 





Requirements 


CONTENTS 


Volume 4 ¢@ Number 10 


Se ST ED pe wees Oe hws nee es ee keeeeas 


The background of an unusual series of announcements 
prepared for the Type Directors Club. Tep SANCHAGRIN 


New Heights with R.O.P. Color ............0 ce ee eees 


Here’s the background on Relska Vodka’s outstanding 
series of full-color newspaper ads which produced fine 


color in publications from coast to coast. ALBERT G. Loomis Boi Bay 


, . be i Fy 
The Inside Story of a Hereford ............-......+. 83 | \yenaiciagte FOR YOUR 
Ralston Purina’s new exhibit allows visitors to walk | N 
rough the side's] «Hereford, and has drown record | \XNNSS9\ COMPLETE 


crowds wherever it has appeared. SALES STORY 
87 | 


You Don’t Have to be Quiet about Mufflers ....... 


The details of an exciting sales meeting built around an when you use 
unglamorous product, using drama plus movie stars plus 
gimmicks to put the point across. 


How to Use Tie-Ins to Promote Local TV Shows 


Tie-ins can be made locally and regionally as well as na- 
tionally. Here are some tips on doing it effectively and 
economically. JAMES JOSEPH 


Your complete sales message gets a 
free ride with regular mail when you 
specify Brownville for those creative 
mailing pieces. A 17 x 22 SEA FOAM 
broadside stays comfortably under the 
3-cent rate in mailing with the average 
invoice. And too, you'll be amazed at 
the printability of al! three Brownville 
lightweights. Easy to handle, smooth in 
delivery, these Brownville papers lie flat 
to produce attractive, unusual effects in 
Redesign Increases Visibility .... eee ee eaters 


The Man in the Window 


Seeecoovoaseeaeooecetrseeeeneoeoeenoen eo 6 ¢ 6 


Four Roses uses lithography to get an impressive window 
display — life-size, realistic, colorful. 


Double Duty from a Shipping Case .......... 


How Schenley made its shipping cases serve also as a 
wide variety of point-of-purchase pieces. 


: Try These Lightweights 
Salada Tea’s third package design chan in 64 years 
es : deci “ iia sien — On Your Next Job 
a Se a SEA FOAM BOND—9 Ib. manifold. Ideal 
for second sheets, business forms, stuf- 
fers, broadsides, folders. 
STARLITE OPAQUE BOOK —a strong 
30-lb. book with maximum opacity for 
fine color work. Dull or gloss finish. 
Tops for package inserts and brochures. 
Gloss takes 100-screen. 
ST. LAWRENCE OPAQUE—a 12-Ib. bond 
Departments | with opacity and economy of weight. 
Art & Photography... 52 Unexcelled for snap-outs, multi-copy 
: ; : forms, booklets, price lists. 
Audio & Visual Aids... 29 
; Hie - Regular Features 
Direct Advertising... 47 


Layout & Typography... 73 Advertisers Index... 104 
Packaging & Labeling... 99 Books for Admen... 16 
Paper... 69 Coming Conventions... 17 
Photoengraving & Platemaking... The Editor’s Notebook... 6 | : 
Premiums, Prizes & Specialties... 59 How I Solved It... 14 | BROWNVILLE PAPER co. 
Printing & Binding... 35 Idea Album... 19 ‘ : 
Radio & TV Production... 89 Just Between Us... en eee 


Shows & Exhibits... 83 Promotion Almanac... i BRIDGE ST. BROWNVILLE, WN. Y. 
Signs & Identification Materials... 41 Readers Write. ' 


Window & Store Displays... 95 AR Reprints... 


New Product Tags Do Double Selling Job ..... 


Re-examination of tagging program increases effective- 
ness, cuts down cost for Mitchell. JEROME JASSENOFF 


WRITE on your ietterhead for 
free sample book of each pa- 


per. Address Dept. AR-6 
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Stickin’ 
Aroun 


LEEN-STIK 


KLEEN-STIK— the People’s Choice! 


In every state, advertising and sales 
people nominate KLEEN-STIK for 
the P.O.P. Presidency! Delegates 
**point with pride” to the solid sup- 
port this self-made adhesive gives 
to displays with its easy peel-and- 
press platform. Check the results of 
this recent popularity poll—it’s a 


**landslide”’ for KLEEN-STIK! 


’ nT Pineapple 


M-m-m-m—Sweet LALANI! 


There’s nothing ‘‘upside-down’ 
about this novel 3-D Shelf Strip 
used by San Francisco’s SAFE- 
WAY STORES to promote pine- 
apple upside-down cakes made with 
FLEET BISCUIT MIX and 
LALANI PINEAPPLE. Cooked 
up by M. AUSTRANDER, Safe- 
Way’s Adv. Prod. Mgr., the clever 
fold-and-peel-and-press display 
goes up so easy ... looks so tasty... 
and sticks so tight—thanks to the 
KLEEN-STIK Strips! ‘“‘Sweet”’ 
production by INDEPENDENT 
LITHO CoO., S.F., through sales- 
man BOB ROSE. 


, 


Take a Powder... 


. and package it in a shaker-top 
can—as AVEENO CORP. does 
with their pharmaceutical powders. 
Wha’ hoppens? Sometimes the 
package arrives at its destination 
with more powder outside the can 
than in! So Ad Mgr. MEL ADER 
got together with DICK WOHL- 
STEIN, “Able Label’’ salesman for 
ALLEN HOLLANDER CoO., 
INC., N.Y.C., and came up with 
this “‘sift-proof’’ label printed on 
clean, clean KLEEN-STIK Krome- 
kote! Applied in a jiffy, it keeps the 
powder where it belongs — yet peels 
off easily to expose the shaker top. 
Neat, what? 


No wonder KLEEN-STIK is the 
**favorite son”’’! North, South, East, 
and West, it wins the majority vote 
for bumper strips, window stream- 
ers, die-cut signs, and lots more! 
Run—don’t walk—to your regular 
printer or lithographer to see his 
winning slate of KLEEN-STIK ideas 
—or write for the free *“*Ildea-of-the- 
Month.” 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue ¢ Chicago 31, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 
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New Printer Means 
Typographic Changes 


You'll undoubtedly note a few 
typographic changes in this issue 
of AR. Some of them are part of 
our continuing program to make 
AR easier to read. Others, quite 
frankly, are in the nature of ex- 
periments. 

Most of the experiments are the 
result of a change in printers. Since 
early 1954, AR has been printed by 
the Haywood Printing Co. of La- 
fayette, Ind. This month, due to 
technical circumstances beyond the 
control of either AR or Haywood, 
we have moved to a new printer, 
Wayside Press of Mendota, IIL, 
which has long printed AR’s sister 
publication, Industrial Marketing. 

Our relationship with Haywood 
has been a happy one. We feel that 
this outstanding publication plant 
has gone out of its way to constant- 
ly give AR the fine quality of print- 
ing which a magazine covering the 
graphic arts requires. 

While we are very sorry to have 
to leave the Haywood plant, we are 
looking forward to our extended 
association with Wayside Press. 
But moving to a new plant is sel- 
dom an easy job for a publication 
like AR. Since we use a somewhat 
flexible format, it usually takes a 
period of trial and error before the 
editors and the plant production 
personnel get completely attuned 
to each other’s thinking. 

A good example of the problems 
involved in a move of this kind is 
the selection of typefaces. No two 
publication printers 
identical 


have 
type supplies. Therefore, 
it is necessary for a publication to 
depart from certain’ established 
type styles and select substitutes. 
Even with plenty of planning, these 


ever 


Display typefaces in this issue . 


substitutions sometimes just don’t 
work out as well as hoped for. 

Fortunately, Wayside has added 
a host of new typefaces to enable 
AR to keep pace with and in 
certain cases, ahead of — modern 
business publication typography. 
Learning to get the most out of 
these new faces, plus others which 
have not previously been available 
to AR, may take a bit of time. With 
the help of readers’ comments, 
however, we have high hopes for 
the success of our experiments. 


>» “You Never Know” Department 
... To get listings for our “Promo- 
tion Almanac” feature, we regular- 
ly contact sponsors of various spe- 
cial events to find out if a “repeat” 
is planned. One of this year’s list- 
ings was “Americanism Week,” 
sponsored by the U. S. Junior 
Chamber of Commerce. Back came 
this prompt reply from 
headquarters in Tulsa: 

“Be advised that Americanism 
has been discontinued for the com- 
ing year.” 


Jaycee 


>» The press release deluge on the 
subject of gift packaging by the 
liquor industry has begun. From 
initial indications, the words will 
flow just as hot and heavy as dur- 
ing last year’s marathon. But if the 
distillers have to reach as far as 
Schenley did for the story they 
sent us the other day, we'll be hop- 
ing that all of their mimeograph 
machines break down until after 
December 25. Said the lead of 
Schenley’s release: 

“Schenley Distillers has scored 
another industry ‘first’ with its pre- 
wrapped gift carton The new 
carton will revolutionize pre-wraps 
by distillers because it incorporates 
every known advantage for con- 
sumer and retailer, while eliminat- 
ing every negative feature of last 


PUECCUEUEOE EOE OUEOEROEEOEOEOOERUECEEOODDEOTEOESCEOERD ORDER COEUR EORDEROESOROTESOOOEEDEOCEO ERO TEOEESEOORCERO SOUS OOROEECRO CEO ERUROUROORDEEOEOORCEROERT RCH RO ERD 


Page 21—Tempo Black Extended; 25—Karnak 


Black; 29——Bodoni Campanile; 35—-Tempo Bold Condensed; 41—Bernhard Modern 
Bold Italic; 47—-Craw Clarendon; 52—-Tempo Black Extended & Rondo Bold; 59— 
Futura Demibold & Alternate Gothic #1; 64A & 64D—Tempo Heavy; 69—Lydian 


& Studio; 73—Craw Clarendon; 
87—Alternate Gothic 
97—Dom Casual; 99—Karnak Medium. 


79—Radiant & Bodoni 
#3 & handlettering; 


Campanile; 


83—Studio; 
89—Dom Casual; 


95—Bodoni Bold; 





A GOOD AD CAMPAIGN 


DELIVERS PLENTY tTuat MEETS THE EYE 


... But good Merchandising at the to prove we can do the same for you. 


Point-of-Sale puts money in the till. If your present campaign is drib- 


And there’s where we really shine. bling along, our nation-wide organiza- 


For better than half a century, Chicago 
Show has helped advertisers attract 
customers with dynamic, compelling 
Merchandising Programs... created 
the desire to buy whatever service or 
merchandise they had to sell at the 


point-of-sale. Right now, we are ready 


tion is staffed with experts who know 
how to make your sales spurt! Give 
us a call. We can come up with an 
ingenious idea for a single display...a 
seasonal promotion ...a year-around 
program for better Merchandising at 


the Point-of-Sale. 


New “IDEA FILE” and illustrated brochure are 
a fountain of point-of-sale information. They 
are FREE! Write Chicago Show Printing 


Company 2626 N. Kildare Ave., Chicago, 39. 


Merchandising at the POINT-OF-SALE 


® Lithographed displays for indoor and outdoor use ® Animated Displays 


* Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik Self-Stik Displays 
® Mystik’ Can and Bottle Holders * Mystik Self-Stik Labels 


® Econo Truck Signs * Booklets and Folders 
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year’s pre-wrap gift cartons as ex- 
pressed by them. . .” 
We're sure that Hiram Walker 
. (see “Walker Luxury Wraps,” Jan. 
wo Reprints | AR) will be most interested in 
hearing about this first for Schen- 
ley. 


seeneueeeeouge Ceeeeueeeeneenenen CPOEOCERCECEOOEOEEUEEOECOOEEURCCEOERCEOOEUEOCEOCEECRODED OREO OCERO ROR OOROES 


> Speaking of publicity . releases, 
Marian Christopher, fashion pub- 
licity director of Anderson & Cairns 
Inc., New York, has recently com- 
pleted an on-the-spot survey of 
newspaper fashion editors in the 
country’s leading markets. Some of 
her findings are quite interesting: 


e At least 75% of good publicity 
material is discarded for lack of 
space alone. 


The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25¢ each. Special prices are available upon 
request for quantity orders. Please order by number, enclosing the exact 
amount in coins, stamps or checks. Send all orders to: Reprint Editor, Adver- 
tising Requirements, 200 East Illinois St., Chicago 11, Ill. On orders for four 


or more reprints we will be happy to bill you—small orders sent only upon 
receipt of payment. 


FOPEOEOESOODEOEREOROEOEE seenenene PUUUEEUPOECUEOPEOEUOECEEOEOOEOEED ORT EOEDOEECEDOEECREOEOORCOSTEOCROREPEROEOEEROROOROOES 


Do’s & Don’ ts } for Better Press Releases — by Dick Hodgson 

A helof ( klist for getting better results from publicity efforts 
How to Crop Photos — by Vincent T. Tajiri 

Prninte ‘ r getting the most out f ph tographs 

for rer Juction purposes 
oe s & Ben’ ts for Premium Buyers — by Gevien | Cc. Bowen 


ecklist for planni ng premium promotions 


Hew te ) Prepare @ Modern Annual Report — by Herbert C. Rosenthal 


guides for the preparation of effective annual report 


e Personal service is the biggest 
factor in determining which of the 
remaining 25% is used. 


How to Use Color Stats — by Ted Sanchagrin 


are learning that there are rn uses for full-« r photostats 


e A tremendous volume of materi- 
en's seers Gans eee ae ee tld March. 1955 al is eliminated immediately be- 
The Growing Importance of Cetra : as an Advertising Medium — by James ecegh cause it lacks one or more of the 


POS NOG SANS Se SE SOT HSN GRY & preet following details: newsworthiness, 


any 


for hard sellina 
Budgeting for Trade Shows — by Robert R. Moore complete merchandise information, 
guide for any acman faced with trade show budget problems - . 
accurate and well-timed where-to- 

Getting the Most from Publicity hates — by Leo M. Solomon . : : 

\ photographic consultant gives some pointers on how ‘o get the buy information and good photog- 

best mileage it of publicity photos June FIs raphy. 
How to Merchandise TV Tie-Ins — oy Frank Jacobs : 

Fe Y r Nest tv show makes thr t of their tie-ir 

by active merchandising pri 


graf 


e The trend is toward stressing 
th kee woventer, 1985 | | Progressive regional markets, which 
How to Promote A Ten-Cent Gadget — by John C. Swift have their own flavor and charac- 


September 


motion behind White Car Compar y's premium iter the lid flipper 


How to Merchandise Syndicated 1 Shows — by Maurine Christopher 
A t of suggestions for getting the most from TV films . December 


December 


The Production Manager's Answers for Late Plate Problems — by Ted Sanchagrin 
mmary f H e & Home contest among prod iction managers 

How to Get More from Your Trade Show Dollars — by William S$. Orkin 
A trade show expert offers tips on building traffic and planning 
follow-through for your exhibits : 

Exhibit Photos - — How to Put Them to Work 
Photograph rade show exhibits have many uses. Here’s how a numt 
exhibitor r put their exhibit phot te work 

Loose-Leaf Binding 
Here heckpoints to help admen in s 


for the r promotior 


February 


ecting the proper loose-leaf 


Q material 
} ateri< 


Chiquita Banana Goes to School — by Clarence W. Moore 
The ase history of nited Fruit Co.’s effective educational prograrr 
which carrie th tory of bananas to teachers and students 
Abbott Aims at the Consumer — by Bert Enos 
How Abbott Laboratories has begun a program of consumer advertising 
for a new product without sacrificing it traditional ethical approact 
Crossroads for Captive Plants 
A special tudy n the probler of operating internal printing facilitie 
Sales Meetings Don’t Have To Be Expensive — by Lee Randon 
Story of how an agency helps its clients stage successful 
€ meeting on low budget: 
tens Than 1c Per Impression — by Mildred Weiler 
The story behind an effective business movie produced 
for the Wabash Railroad 


Merchandising Publicity — by thats 8. Rotman 
Case History of how a publicity program drew extra dividend 
through effective merchandising 


April 


April 


nuary 


Six Weeks From Planning to Sales 
How thorough planning licked a deadline problem or 
nationa advertising campaign 


following reprints are available at 50¢ each: 


How to Get Better Advertising Photos — by Errol Prince 
AR’s two-part series of down-to-earth articles on getting 
and «using advertising photo: 


202 Tips for Direct Mail Advertising 
A 16-page booklet reprinting AR’s two special articles or 
direct mai advertising 


The Use of Tape Recorders in Adwertaing -- oy H. an Bullen 

Two special articles on one of the most versatile tools used by admer 

The Use of Tape Recorders in Advertising’’ and ‘‘An Adman 
for Selecting a Tape Recorder 


side 


following reprints are available at $1 each: 


Advertising Copyrights — by Robert J. Burton 
An up-to-date reference on the subject of copyricht protectior 
all types of graphic art 
How | Solved It 
This 64-page book contains more than 125 selected ‘‘How I Solved It 
tems submitted by AR’s readers 


for 
a compilation of a series of 10 AR articles 
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“Becoming familiar with editors’ 
specific problems is most impor- 
tant,” Miss Christopher summar- 
izes, “but keeping up-to-date on 
general editorial trends and new 
requirements is also helpful.” 


> Turn-about Department. . .For 


the most part, popular children’s 
premiums are usually the result of 
a “craze” in some other field — 
such as the movies, radio, tv, etc. 
But there’s a current craze among 
the nation’s children that started 
with a premium and then moved 
to other fields. 

The craze is for Silly Signs, a 
creation of cartoonist Milt Story 
for Goodren Products Corp., Engle- 
wood, N. J. The craze started with 
some brilliantly colored cartoons 
with silly sayings printed on Good- 
stix self-adhering acetate signs. The 
first premium user of the signs was 
Kellogg, which used nine million of 
them in boxes of Pep and Sugar 
Pops. 

The popularity of the premium 
was almost instant and soon the 
signs began appearing on lunch 
boxes, bikes, notebooks, the family 
ear, etc. Children set up trading 
centers for the signs, which carry 
such beautiful hunks of prose as 
“We live by the lake. . .drop in,” 


+ + + continued on page 9 
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Craze Maker . . . Bewildered by the 
craze started by his Silly Signs premi- 
ums is cartoonist Milt Story. Popular 
with children, the signs started as a 
premium, but are now appearing on 
such items as sports clothes, toys and 


are the inspiration for a new Columbia 
record. 


Hair today gone tomorrow,” “Don’t 
go away mad. . .just go away,” etc. 

Pretty soon various manufactur- 
ers were applying for Silly Sign 
franchises. Now you can find Milt 
Story’s creations on such an as- 
sorted collection of items as T- 
shirts, shorts, playballs and swim 
rings. Retail packets of the signs 
are selling on newsstands and tv 
comedian Art Carney has joined 
with Mitch Miller of Columbia 
Records to record a comical song 
based on the Silly Signs. 


> Richard S. Burke of Sears Roe- 
buck came up with this “typical” 
conversation between designer and 
client as part of a speech before 
the Midwest Chapter of the Ameri- 
can Society of Industrial Designers: 
Designer: Now, just what did you 
have in mind? 
Client: Oh, something fresh 
something new. 
D: Well, how do you like this as a 
suggestion? 

: No. 
What's the matter wih it? 
It doesn’t send me. 
What would you suggest? 
*: Oh, something fresh — some- 
hing new. 44 


v . 
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Where is 
your business 


headed? 


There is a forthright answer to this vital 
question inthe S.D. WARREN COM- 
PANY message appearing in the U. S@ 
NEWS & WORLD REPORT for October 
12, in THE SATURDAY EVENING 
POST for October 13 and in BUSINESS 
WEEK for October 13. 


You will find this message of high-level 
interest to business in general and to 
Ue tee late ee 


S. D. Warren Company, 89 Broad Street, 
Boston 1, Massachusetts. 
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On guard 24 

hours a day, to 

protect your 

sales promotion 
. Eureka 


Safety Paper 


trend of your 
business . 
Eureka Serial 


Numbering 


PROTECTION AND CONTROL ARE TWO 
WORTHWHILE ADVANTAGES OF TURNING 
TO EUREKA FOR YOUR TRADING STAMPS, 
COUPONS, CERTIFICATES AND TRADING 
STAMP COLLECTION BOOKS. YOU SOON 
DISCOVER OTHER BENEFITS. FOR THROUGH 
TOP-FLIGHT KNOWHOW EUREKA PROD- 
UCTS COMBINE SERVICES THAT ASSURE 
THE SUCCESS OF YOUR PROMOTIONAL 
EFFORTS. 

WE'D LIKE TO TELL YOU MORE ABOUT IT, 
— WON'T YOU DROP US A LINE? 


ZA Za 
SES 


EUREKA SPECIALTY PRINTING CO., 
568 ELECTRIC STREET, SCRANTON, PA. 
MANUFACTURERS OF WORLD FAMOUS 
DUPLISTICKERS, DUPLIQUIKS and DUPLISNAPS. 
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READERS Whit f 


Quality Maintained 


e I read your August issue, con- 
taining the article on printed rec- 
ords, with great interest. I must 
say it was probably the most com- 
prehensive article concerning this 
product. However, I would like to 
point out a few salient facts, par- 
ticularly with regard to our “poor” 
quality as contained on the .003” 
acetate. 

The playback tests at General 
Mills and our own laboratories have 
shown virtually no disintegration 
of the sound track after 200 play- 
ings. Granted, the appearance does 
suffer somewhat in comparison with 
the over-all laminate, but this was 
created for a specific need involv- 
ing great quantities. This promo- 
tion was so successful that we have 
recently completed a re-order for 
17,500,000 records for Wheaties. 
With regard to production time, 
this order was completed in less 
than 120 days. 

We recognize the need for versa- 
tility with regard to producing an 
item peculiarly suited for a given 
product, and hence have developed 
three processes: the plain or print- 
ed pressed film that can be utilized 
over large surfaces without neces- 
sarily changing the artwork or de- 
sign of that surface; the soft sheet 
laminate such as on Hear Maga- 
zine which has a further applica- 
tion in that in many cases the 
purchaser can do his own mounting 
at a considerable saving; our over- 
all laminate which we had placed 
into discard but for which we are 
now setting up full production fa- 
cilities. 

Jack G. Brown 
President, Rainbo Records, 
Lawndale, Calif. 


Corrects Error 


e While it isn’t important to the 
point of your interesting August 
article, “An Adman’s Guide to 
Watermarks,” the flat statement 
that “the U.S. has never turned to 
this form of protection” calls for a 
correction. Probably this word will 
also come from others, too, who 
make philately a hobby. 

Prior to 1894 U.S. Stamps were 


printed by private manufacturers. 
Watermarks did not appear in the 


stock used. In 1894 the printing of 
stamps was transferred to the Bu- 
reau of Engraving and Printing, 
Treasury Department, where ll 
postage stamps except for the war- 
time 1943-44 multicolor “Overrun 
Countries” series (done by Ameri- 
can Bank Note Co., New York to 
take advantage of their color print- 
ing facilities) have been printed. 
From 1895 through 1917 most, but 
not all, U.S. stamps were water- 
marked “USPS” in single or dou- 
ble-lined letters. 

This may or may not be a solu- 
tion to the photographic problem: 
stamp collectors, to detect and 
study watermarks, place their 
stamps face down on a bit of ferro- 
type plate or other black surface 
and wet it freely with refined de- 
odorized benzine, bringing up the 
watermark clearly in dark lines 
against a lighter background. 
Whether this contrast, readily visi- 
ble to the eye, is enough for the 
camera eye I don’t know but it 
could be worth a try. 

H. L. MircHELi 
H. L. Mitchell & Associates, 
Huntington Park, Calif. 
For other comments on the water- 
mark problem, see “How I Solved 
It,” on page 14. . .Ed. 


Gets Idea 


e Please send us the names and ad- 
dresses of the companies which will 
produce records of a commercial 
nature for us. Your article in the 
August issue has given us an idea. 
J. F. Tatosky 

Spors Co., Le Center, Minn. 


Notes Omission 


e AR’s Promotion Almanac is just 
one of the many features that is 
such a real help to advertising and 
publicity people. May I, however, 
point out an important omission in 
the November, 1956, calendar as 
carried in the August issue? 

The event omitted is National 
Farm-City Week, November 16 
through 22. You will note that this 
closes on Thanksgiving Day. This 
event is only a year old, but it has 
already done all right. Designed to 
create better understanding be- 
tween the people of rural America 
and those who live in urban areas, 





‘““‘Some called me a Guinea Pig... 
say | had foresight...’’ 


“‘When I bought one of the first A. B. Dick Model 350 offset 
duplicators, I was asked why—why let myself be a guinea 
pig to try untested equipment? 

“Today we have three of these machines in operation and 
they are setting records in turning out more saleable copies 
in less time at lower cost.” 

Much as we appreciate the above remarks by Alan L. 
Hickox of Low’s Reproduction Service, Inc., in Chicago, the 
fact is that the A. B. Dick offset duplicator had been sub- 
jected to a strict testing program before it was put on the 
market to make sure that the first buyers would not be in 
the guinea pig class. Credit goes to Hickox for quickly 
spotting the improvements and features that assure top 
performance day after day. 


For more information about this machine that has let offset 
duplicating make good its promise, simply mail the coupon 
below. 


i A:B:DICK 


MIMEOGRAPH ¢ SPIRIT * AZOGRAPH * OF FSET 
IMPRESSION PAPERS + FOLDING MACHINES 


A. B. Dick Company 
5700 Touhy Avenue 
Chicago 31, Illinois 


Please send me more information about your new offset duplicator, 


Model 350. 


Name___ Position 
Organization 


Address__ 


—————-——-—---~- 


City__ ; State 
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Bell Aircraft Corporation's installation of 10 
Justowriter automatic composing machines. 


Dept. AR-106, 1 Leighton Ave. 


Rochester 2, New York 
Subsidiary of Friden Calculating Machine Co., Inc 


BELL AIRCRAFT Corporation 


Saves 70% in Type Composition x 


AUTOMATIC TAPE-OPERATED COMPOSING MACHINE 


For more than 15 years Bell Aircraft Corporation has 
prepared various types of publications for military and 
commercial use. Originally, copy for these publications 
was typed, sent out to be typeset, and returned for 
printing—a costly operation. 
As the costs increased during 
World War II, a less expensive 
process which would still fur- 
nish justified, reproducible copy 
of top quality was sought. 

After a study, the Justo- 
writer automatic tape-operated 
composing machine was select- 
ed. This equipment provided 
justified copy suitable for XeroX 
or photo offset reproduction at 
30% of the cost of typesetting 
or 70% savings. Bell Aircraft is 
just one of hundreds of indus- 
tries, companies and govern- 
ment agencies cutting type 
composition costs with Justo- 
writer. 


PRODUCE PROFESSIONAL TYPE COMPOSITION 
IN YOUR OFFICE WITH Justowriter—it’s EASY 


The Justowriter, consisting of two units, a Recorder 
and Reproducer, gives you complete control of compo- 
sition in your own office. Your typist quickly and 
easily becomes your compositor. She simply types the 
copy (standard typewriter keyboard) on the Recorder. 
Simultaneously a punched paper tape is prepared 
complete with justification codes. The Reproducer 
reads the tape, automatically producing sharp, justi- 
fied (even margin) reproduction proofs or direct image 
plates, 
Write for new, illustrated Justowriter 
brochure and samples of Justowriter composition. 


Sales and service offices in principal cities— 
listed in classified telephone directory under 
‘Typesetting Equipment,”’ 
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4019 PROSPECT AVE. 


CLEVE 
PHONE: UTAH 1-4334 _ 
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the week last year earned the Dis- 
tinguished Service Award of the 
Freedoms Foundation. 

Farm-City Week is coordinated 
by Kiwanis International, and those 
interested can get additional infor- 
mation by writing to L. H. Hap- 
good, Director of Activities, Ki- 
wanis International, 520 N. Michi- 
gan Ave., Chicago 11. 

JOHN TURREL 

Agricultural Information Service, 

Butler, Penna. 


Likes Editorial 


e Your editorial “Just Between Us” 
from your July issue makes such ex- 
cellent sense, I wonder if you could 
make 500 copies of it available for 
our use. We’d like to send it to a se- 
lect list of advertisers in south cen- 
tral Connecticut. It could benefit 
everyone in the advertising profes- 
sion, including your fine publication. 
Epwarp J. LusH 
President, E. J. Lush, Inc., New 
Haven 


Souvenir Menus 


©... I1 would like to locate a 

manufacturer of souvenir menus on 

metal, such as copper, silver, etc. 

J. J. WANDERSTOCK 

Associate Prof., School of Hotel 

Administration, Cornell Uni- 
versity, Ithaca, N. Y. 


Tents for Promotion 


© We have a client who is inter- 
ested in purchasing a small supply 
of specially designed tents to be 
used for temporary sales offices by 
their dealers — that is, on special 
promotions of two or three days’ 
time. 

Do you know of any suppliers 
that might be able to furnish spe- 
cially designed tents of this type? 

Marion BurTON 
Account Executive, Howard 
Swink Advertising Agency, 
Marion, Ohio 


What Size Letters? 


@ We are at present engaged in an 
engineering project which requires 
the use of letters and numerals 
which can be read with maximum 
clarity at maximum distance, using 
minimum size letters and numerals. 
Can you help us with any refer- 
ences for finding results of any re- 
search which may have been done 
in this field? 
Hau E. Downey 
Advertising Manager, General 
Railway Signal Co., Rochester, 
N. Y. 
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. . - With this issue, AR begins listing 
special promotional events for 1957. 
As in the past, the listings are for 
events three months from the date of 
issue. AR invites all sponsors of such 
events to submit listings for this reg- 
ular monthly column. Address all in- 
formation to: Editor, Advertising Re- 
quirements, 200 E. Illinois St., Chi- 
cago 11. 


JANUARY 1957 


Jan. 1 
New Year's Day 


Jan. 1-31 
Butter and Hot Foods Month. . .spon- 
sored by American Dairy Assn., 20 N. 
Wacker Drive, Chicago 6. 


Jan. 2-31 
March of Dimes. sponsored by the 
Natl. Foundation for Infantile Paralysis, 
120 Broadway, New York 5. 


Jan. 13-19 
Printing Week. . Intl. Chairman: Robert 
M. Edgar, 244 Boulevard of Allies, Pitts- 
burgh 22. 

Jan. 13-24 
National Potato Chip Week. . sponsored 
by National Potato Chip Institute, 946 
Hanna Bldg., Cleveland 15. 


Jan. 13-26 
Take Tea and See Week. . .sponsored 
by Tea Council of the U.S.A., 500 
Fifth Ave., New York 36. 


Jan. 14-21 
Jaycee Week. sponsored by Junior 
Chamber of Commerce, 2Ist and Main 
Sts., Tulsa, Okla. 


Jan. 17-26 
Idaho Potato and Onion Week. . .spon- 


sored by Idaho Advertising Commission, 
Box 1068, Boise, Idaho. 


Jan. 19-26 
National Crochet VW eek. . sponsored by 
National Needlecraft Bureau Inc., 430 
Park Avenue, New York 22. 


Jan. 19-29 
Large (Economy) Size Week. spon- 
sored by Chain Store Age, 2 Park Ave., 


New York 16 


Jan. 27-Feb. 3 
Consider Your Call Week. . sponsored 


by United Christian Youth Movement, 
257 Fourth Ave., New York 10. 


Jan. 26-Feb. 2 
National Fur Care Week. . .sponsored 


by Harry J. Treu Inc., 147 West 35th 
St., New York 1. 





Neutracel: the newest reason why Hammermill Bond 
prints better, types better, looks better 


THE MAGIC OF NEUTRACEL 


Now hardwood’s finer fibers help 


Hammermill Bond fold more neatly 


AVE YOU SEEN the new Hammermill 
Bond? From the crispness of the 
letterhead, the sharpness of the typing, 
to the final, neater folding of the letter, 
you ll see qualities you like to have in 
your office stationery and business forms. 
New printing methods and new office 
equipment created the demand for 
specific paper qualities best obtained 
by blending different papermaking 
fibers. Now with the exclusive proc- 
ess that produces Neutracel® pulp, 
Hammermill has unlocked the special 
papermaking qualities that nature 
grows in northern hardwoods. 

The new Hammermill Bond, made 
from Neutracel and other bright, sturdy 
pulps, folds more easily and neatly. 
That’s true because Neutracel helps the 
blend of fibers knit together more 
closely and evenly. The result is a 
clearer, more attractive formation—a 
smoother, velvety surface. You get better 
printing, typing, writing and carbon 
copies. And, Neutracel imparts greater 
opacity and bulk to make your letters 
more impressive. 

Only a few months ago, Hammermill- 
invented centrifugal cleaners were in- 


stalled to make Hammermill papers 
cleaner than ever before. To that im- 
portant development, we now add 
Neutracel, a $6,000,000 step forward 
to bring you Hammermill Bond that 
1) prints better; 2) types better; 3) looks 
better. Ask your printer to show you 
samples. Hammermill Paper Company, 
Erie 6, Pennsylvania. LS 


Printers everywhere use Hamn ermill 


papers. Many display this shield. 


with Neutracel’s finer fibers, costs no more 


October 1956 + 





The Acco Fasteners 
in Accopress Binders 
bold from 2 to 2000 


sheets. Capacities * 
from 1 to 6 inches. with 


-ACCOPRESS 


— BINDERS 


Give your catalogs longer life, keep 
them up-to-date, add or delete pages 
as you wish. Such flexibility means 
loose-leaf—and loose-leaf at low cost 
means ACCOPRESS Binders. No ex- 
pensive, space wasting mechanisms. 
No awkward handling when making 
changes. 

ACCOPRESS Binders for catalog 
covers are available in 5 colors and 
may be printed or embossed for just 
the effect you wish. Covers are made 
of durable pressboard, lie flat, and 
come in many sizes. Write us your 
needs—or ask your stationer to show 
you the complete ACCO line for keep- 
ing papers together and safe in every 
department of your business. 


lea} 
convenience 
large capacity 
and economy. 


Ideal for Cata 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 
(for marginal multiple punched forms) 
ACCO clamps 
ACCO punches 
THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS, Inc. 


Ogdensburg, New York 


In Canada: Acco Canadian Ce Ltd., Toront 
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OU/ 
I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Readers Solve Problem 
Of Photographing 


e In “The Editor's Notebook” 
column in the August AR, we told 
of Wally Burrow’s problem of 
photographing watermarks in paper 
to provide illustrations for “An Ad- 
man’s Guide to Watermarks” which 
appeared in that issue. We asked 
for suggestions from our readers 
on how to like the problem, offer- 
ing to publish the best solution in 
this column and send $10 to the 
reader sending it in. 

A variety of different solutions 
were offered. Most of them had al- 
ready been tried by photographer 
Burrows, but with results which 
were considered inadequate for 
satisfactory reproduction in AR. 
Many of the letters enclosed sam- 
ples to show the results obtained 
with the methods suggested. 


a 


- foe ws . 
aU Pepe 
‘Ge US is Mer 
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* ae it * 
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By far the best example (see 
cut) was enclosed with the follow- 
ing letter: 


e ...This represents a_ difficult 
problem since what it amounts to 
is photographing white on white. 

Our photographer, E. G. Pooley, 
but the watermark paper on a con- 
tact printer and gave this an in- 
stantaneous exposure on a repolith 
film. 


E. P. HoGan 
Ass’t Director of Advertising, 
The Int'l Silver Co., Meriden, 
Conn. 


We'll award a $10 consolation 
prize to Mr. Hogan, but we feel the 
only solution which offers possibili- 


ties which were not previously 
tried was contained in the follow- 
ing letter (the first of several mak- 
ing this suggestion): 


e Apparently I solved your prob- 
lem of getting pictures of water- 
marks in paper without knowing it 
several months ago. In making a 
copy of a letter on a Bruning 
Copyfiex, I set the speed up too 
fast resulting in an underexposure. 
The typewriting on the letter didn’t 
show up at all, but I did get a per- 
fect picture of the grain of the 
paper, complete with watermark in 
full detail. 

I've had this experience several 
times, so I know it works with sev- 
eral grades, weights, and brands of 
paper. In my case, getting a print 
of the watermark was an annoying 
mistake, but maybe this mistake 
solves your problem. 

RosBert E, KILBRIDE 
The Robert E. Kilbride Co., 
Chicago 


By far the majority of the sug- 
gested solutions came from reader- 
stamp collectors, who wrote letters 
similar to the one from H. L. 
Mitchell, which appears in_ this 
month’s “Readers Write” column 
(see page 10). 

AR sincerely thanks all of the 
many readers who went out of 
their way to try to help us solve 
this perplexing problem. 





Gets Prospects To Keep 
Samples of Products 


We discovered, much to our dis- 
comfort, that sample chips of our 
product sent to prosects were going 
from desk to wastebasket with a mo- 
notonous regularity. 

Deciding that this was because the 
samples had no practical use or last- 
ing interest, we decided to make our 
samples useful to the prospect. 

A colored plastic key chain—a nov- 
elty in its own right—gave us the 
springboard for our idea. We bought 
the chains for %¢ apiece, drilled 
holes in the corner of our 114” chips 
and rounded off the corners for 
pocket protection. 

The prospect now gets our samples 
strung on a key chain along with a 
small tag describing our product. To 
keep our company identity on the 
sample after the tag is removed, we 
put printed tape on the back of each. 
This we’ve found easy to do by print- 
ing our name on the tape in stag- 
gered rows. The tape is applied be- 
fore the chip is cut so that no matter 
where the saw cut falls our name 
always appears on the chip. 

This item also makes a wonderful 
handout at shows. 

Ken MacCowan 
Advertising & Sales Promotion, 
Consolidated Corp., Wisconsin 
Rapids, Wis. 


Colored Card System 
Finds ‘‘Lost’’ Billings 


Since all our production jobs were 
filed on white index stock cards, we 
often missed those ready for billing 
at the end of the month with the re- 
sult that billings were delayed at the 
least or not charged at the most. 

We eliminated this problem by 
starting each month with a different 
colored production cost card. At the 
end of each month cards due for bill- 
ing are easily identified and proc- 
essed. 

Max J. KERSTEIN 
Production Mgr., William N. 
Scheer Ad Agency, Newark 


t 
“Ah, wonderful. Ten out of ten like 


Blooto’s whisky.”’ 





Treat yourself to sweet sales 


Trick or Treat” favorites ~ 


cy 


3 Musketeers 
Forever Yours 


a Way 
onicke 


No trick at all. Just build your 
promotions around attention-getting 
H&D “Selmor®” Displays. 


HINDE & DAUCH 


Subsidiary of West Virginia Pulp and Paper Company 


Write for FREE BOOKLET—’’How To Select Vending 
Displays’ —Hinde & Dauch, Sandusky, Ohio 


el All, An ll All ll, ce aE lm, ly, A, Ay li, A, Ae, A, el, ee came ee 
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THEY’RE PRE-TESTED 
For WEATHER-WEAR 


Paint Enamels used are made to 
GRACE specifications for weather 
resistance. They are pre-tested 
for quality control. This elimi- 
nates all guesswork and assures 
longer service life. 


—————______ 


COOK'S 


* 
SILK SCREEN PROCESSED 


Our special method of applying colors to a 
faithful reproduction of the product or de- 
sign, is fast, accurate and artistic. They 
have eye—and buy—appeal. Over 35 years of 
Know-How backs every sign produced by 
GRACE 


TELL aud SELL 
DAY or §) icin! 


iL ear 


Arcadian 


Pi Mic Cuma ate ey 


HOME LUMBER COMPANY | 


ROADSIDE 


PLAIN OR 
REFLECTORIZED 


WE DESIGN 
YOUR SIGN 
iF YOU 
WISH 


You may, at times, 
desire a specially 
designed sign. 
Just let us know. 
We will make up 
a sample sign 
from color sketch- 
es for approval. 
There are no obli- 
gations. What 
are your needs? 


SEND FOR CATALOG 
IN FULL COLOR 
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for ADMEN 


e Design in British Industry, Michael 
Farr, Cambridge University Press, 
New York, 460 pages, $11. . . . De- 
signers and admen in general will be 
interested in this midcentury survey 
of British industrial design. The au- 
thor, editor of the journal Design, 
visited more than 200 companies in 
27 industries, as well as many retail 
stores, art schools and individual de- 
signers, to collect material and in- 
formation. He believes it important 
that teapots and chairs, cars and gas 
heaters, jewelry and fabrics should be 
well designed—that they should serve 
their purpose efficiently and should 
also be agreeable to look at and han- 
dle. He therefore evaluates as well 
as describes what is going on in Brit- 
ish design. 

This survey grew out of an earlier 
book—Professor Nikoalus Pevsner’s 
Industrial Art in England, published 
in 1939. Professor Pevsner helped Mr. 
Farr with the research and con- 
tributes a foreword and postscript. 
The book is illustrated with 240 pho- 
tographs. 


e Lettering and Alphabets, J. Al- 
bert Cavanagh, 128 pages, Dover 
Publications, Inc., New York, $1 
(paper), $3 (cloth) ...A new edi- 
tion of Lettering (published in 
1946), this book is both an instruc- 
tion guide and a source of alphabet 
styles. Starting with such funda- 
mentals as the correct pencil grip 
and the ways of transferring cor- 
rected letters from tracing paper to 
layout, it offers a_ professional 
course in lettering. The author 
shows how to space letters, how to 
give them individuality, how to fill 
in headlines rapidly on rough lay- 
outs, Letter styles include Caslon, 
script, Garamond, Oriental, Bodoni 
and many others. The publishers 
grant readers the right to reproduce 
any of the material contained in the 
book without payment or permis- 
sion, thus adding to the book’s use- 
fulness as a source of reproducible 
material. 


e Supplement to the Business 
Founding Date Directory, Etna M. 
Kelley, 16 pages, Morgan and Mor- 
gan, New York, $2... More than 
600 organizations and companies 
founded in the years 1916-18 and 
1931-33 are listed in this guide, 
which brings the earlier Directory 


(published in 1954) up to date. Al- 
though produced primarily for those 
who cater to the anniversary mar- 
ket, it’s also of immediate interest 
to the companies listed. Here they 
can find the ages of their older sup- 
pliers and customers, and, in par- 
ticular, who started with them and 
survived to this day. 

Says the author, “Any member 
of the two hardy groups listed 
(founded in World War I or the 
Depression era) which has survived 
to the present is justified in cele- 
brating its anniversary with fan- 
fare.” She gives tips for anniversary 
celebrants and heads each listing 
with notable events that occurred 
that year. 

The Supplement is offered without 
extra charge with the Business 
Founding Date Directory, priced at 
$10. 


e Publicity and Its Relation to 
Selling, Chace Conley, 28 pages, 
Know-How Publishing Co., New 
York, $3.50 Written in brief 
question-and-answer form, _ this 
guide aims to help readers get the 
most out of their promotion dollars. 
The author is a public relations ex- 
pert who heads his own counseling 
service. He clarifies the roles of 
publicity, advertising and _ public 
relations and suggest how to use 
all three. A useful section illus- 
trates what can be obtained from a 
five-figure budget for publicity 
within one year. Other questions 
discussed are: 

e Where to buy publicity 

e How to modernize a company’s 
promotions for maximum efficiency 
e How to evaluate major promo- 
tion techniques. 

Originally published in 1954, the 
book is now available in a revised 
edition. 


e Leitfaden fuer Presse und Wer- 
bung (Guide to Press and Advertis- 
ing), 1112 pages, Willy Stamm Pub- 
lishers, Essen-Stadtwald, Germany, 
$5 . . . Everyone interested in the 
German market will find this book 
extremely valuable. It contains rele- 
vant information on all advertising 
media within Germany. Five sections 
deal extensively with newspapers 
and periodicals, published inside Ger- 
many as well as in 115 other countries 
around the globe. 

Other media discussed include 
railway cards, pillars, aerial adver- 
tising, shop windows, films and slides 
and direct mail. A suppliers’ directory 
is a useful appendix. American read- 
ers will find the book’s ads a colorful 
plus. Text is in German. 
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The printed word lasts. 
In print and paper, America’s voice 


stays loud, clear...and free! 


INTERNATIONAL PAPER 


PRINTED BY OFFSET LITHOGRAPHY ON 
TICONDEROGA OFFSET, 80 LB. BASIS 





INTERNATIONAL PAPER 


Other fine quality Mill Brand 


printing papers by International 





Printed by offset lithography on 
Ticonderoga Offset, Basis 8O. 


TICONDEROGA OFFSET 


A PROVEN OFFSET PAPER INA 
NEW, SPARKLING BLUE-WHITE 


Press performance and fine appearance have always 
characterized Ticonderoga Offset, favorite with lithographers 
and paper buyers. Now in a new improved blue-white to further 
enhance faithful reproduction, Ticonderoga Offset gives plus 
value... at low cost. In standard sizes and five weights, 


sold by leading paper merchants. Six fancy finishes to order. 
' S pay ’ 


ADIRONDACK BOND 

ADIRONDACK LEDGER 

BEESWING MANIFOLD 
INTERNATIONAL DUPLICATOR PAPER 
INTERNATIONAL MIMEO SCRIPT 
INTERNATIONAL TI-OPAKE 
INTERNATIONAL OFFSET 
SPRINGHILL INDEX 

SPRINGHILL COLORED INDEX 
SPRINGHILL POST CARD 
SPRINGHILL WHITE and MANILA TAG 
SPRINGHILL VELLUM-BRISTOL 
TICONDEROGA BOOK 
TICONDEROGA TEXT 

TICONDEROGA TEXT, Coverweight 
LOUISIANA COLORED TAG 

OTIS BRISTOL 

HUDSON GLOSS 

HUDSON BOOK 

HUDSON COVER, CIS 

HUDSON LABEL, C1S 

HUDSON LITHO, C1S 

CHAMPLAIN COVER, CIS 
CHAMPLAIN LABEL, C1S 

CHAMPLAIN LITHO, C1S 

EMPIRE BOOK 

WINN BOOK also CONVERTING PAPERS 





Avternational Wy, per 


FINE PAPER AND BLEACHED BOARD DIVISION 


220 East 42nd Street, New York 17, N.Y 





A better ‘marketplace’ 


when Heinn 
makes 
“shopping” easy 


Conventions 


SEPTEMBER 


20-24 . . . Motion Picture Industry Intl. 
Trade Show, Coliseum, New York Whether buyers shop in a store 
22-25 . . . Advertising Specialty Natl. 


Assn., Palmer House, Chicago , i | ll K or page a catalog, your chances 

24-28 .. . Trade Fair of the Atomic In- | # of selling them depend substan- 

dustry, Navy Pier, Chicago tially on the supermarketing 
or) > ? ; > y . « " ' ; \ 

veeeting, Wenchester Country Club, Rye, | fin wt A) approach. Everything must be 

N. Y. arranged for their convenience. 

27-28 . . . American Assn. of Newspaper 


Representatives, first annual R.O.P. Color Loose-leaf catalogs, always at 
Conference, Sheraton Hotel, Chicago ‘ s : 

their best with custom-styled 

Heinn binders and indexing, 

1-3 ... Direct Mail Advertising Assn., an- he . i provide “supermarket” arrange- 

nual convention, Statler Hotel, New York | , ; : 
nd ment — every item correctly 
4-5 . . . American Assn. of Advertising | . . 


4gencies, Central region annual meeting, classified and easy to order. 
Sheraton-Blackstone Hotel, Chicago 


santos . Sections and sheets stay up to 
7-10 . . . American Assn. of Advertising " . ' 


Agencies, Western region annual meeting, date and in sequence. 
Hotel Del Coronado, Coronado, Calif. NT 





OCTOBER 


8-10 .. . American Photoengravers Assn., 
Statler Hotel, Detroit 


11-13... Intl. Typographic Composition 
{ssn., 37th annual convention, Toronto 

12-14 . . . Intercity Conference of 
Women’s Advertising Clubs, Minneapolis 


15-16... Agricultural Publishers Assn., And the sheer beauty of 
annual convention, Chicago Athletic Assn., i 


Chicago Heinn Loose-Leaf Binders 


15-16 . . . Inland Daily Press Assn., an- . ‘ ‘ a 
; ives your catalo a 
nual meeting, Drake Hotel, Chicago 8 ” & P ckage 


15-19 ... Natl. Business Show, Coliseum, appeal’’—the same force that 
New York 


17-18 . . . Natl. Business Publications, 


Chicago regional conference, Sheraton- | products in a supermarket. 
Blackstone Hotel, Chicago 


roa . Once your customers handle 
18-19 . . . Audit Bureau of Circulations, 
12nd annual meeting, Drake Hotel, Chicago your catalog and find exactly 
19-20 .. . American Assn. of Advertising what they need in three sec- 


{zencies. East Central annual meeting, 
onds, your sale is made! 


moves customers to reach for 


Aurora Inn, Aurora, Ohio 


20-22 . . . Screen Process Printing Assn., 
Sherman Hotel, Chicago 


21-24 ... Assn. of Vatl. Advertisers Inc., 
Drake Hotel, Chicago 


25... Gravure Technical Assn. (one-day 
forum), Hotel Sherman, Chicago 


30-Nov. 2... . Printing Industry of 


{merica, Inc., 70th annual convention, ST The Heinn Loose-Lleaf Binders make your 


Statler Hotel, Los Angeles | salesmen more productive, keep your product messages 
on Tat Te ete a cirtaletass sales calls, reduce order 
correspondence and impress your trade. Thou- 
e609. .. Gailess Abievising Ame. of | sands of sales executives know these 
{merica, Hotel Ambassador, Los Angeles | facts because they're Heinn cus- 
| tomers. Y 1 
12-16 ... Natl. Hotel Show, Coliseum. | F ss 0 — sp im 
= gg sales-making Heinn 
plan by mailing 


19... Advertising Research Foundation, Pest) te 


2nd annual conference, Hotel Ambassador, 


New York 


19-21 . . . Advertising Trades Institute 

Inc., 5th Advertising Essentials Show, pee a Rails leet 

Hotel Statler, New York The ay we Lirias 

27-28 .. . American Assn. of Advertising 

{gencies, Eastern Region annual confer- 

ence, Hotel Roosevelt, New York - . + for more details circle 797, page 105 
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No. 21 ''Deluxe” Artists’ Oil Color Outfit 
A large 12” x 16” deluxe wood sketch box with mahogany- 
grained, mar-resistant finish. Space in lid for canvas panels. 
Fully outfitted with 12 professionally-selected studio (1”x 4”) 
tubes of Craftint-Devoe Artists’ Oil Colors, large pound-size 
tube Titanium White, 2'/2-ounce bottles of linseed oil and 
turpentine, canvas panel, palette cups, palette knife, palette, 


assortment of good brushes and instruction book. $25.95 
~~... 


No. 23 "Practical"? Oil Color Outfit 
An excellent painting set in attractive 9”x 12” lacquer- 
finish wood box. Fitted with professional selection of 
nine studio (1” x4”) Craftint-Devoe Artists’ Oil Colors, 
2-ounce bottles of linseed oil and turpentine, pal- 
ette, palette cup, palette knife, assortment of good 
brushes and instruction book. $12.25 


No.9 "Beginners" 
Oil Painting Outfit 


An excellent gift set for ¢ CHRISTMAS TIME.....AND ALL THE TIME..... 


the neophyte oil painter. .. 

Wood box, approximate- GIVE THE FINEST. eee CRAFTINT-DEVOE ! 
ly 4%." x 8”, fitted with 
12 tubes (Y2” x 2”) Craf- 
tint-Devoe Artists’ Oil 
Colors, bottles of pale 
drying oil and turpen- 
tine, brushes and in- 
structions. $3.95 « 


Wonderful to give or receive! Complete 
Oil Color and Water-.Color Outfits by 


Craftint-Devoe. Perfect for the profes- 


. 
Ges 


sional or amateur artist.....these outfits 
No. 201 ''Water 


Color” Outfit 
Metal box, 4%2”x9”. The 
inside of cover contains 
mixing slants and wells, 
and is finished in baked, 
white enamel. Thumb- 
ring on bottom of box 
facilitates its use as a 
palette. Fitted with 12 
tubes ('/2”x3'%”) of Craf- 
tint-Devoe Academic 


ii Craftint ae 
Artists’ Water Colors 


and 2 brushes. $4.50 NEW YORK ° CLEVELAND ° CHICAGO 


Many other popular sets availabie 


assure the utmost in painting satisfac- 


tion! See your dealer now! 


©e@e2@eec28 8 @ 


1615 COLLAMER AVENUE ° CLEVELAND 10, OHIO 
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SPECIAL PROMOTIONS 
Holiday Calendar 


Vile 


perate on close schedules 

id service offered, got 

the effect of holidays on 

adjusted accordingly. Will 

iday after Thanksgiving? 

tmas and New Year's Day? 

lay? It will fall on a Friday 

aff have a big week-end? Whatever 
ht like to know so they can 


<¢ mig 
> I1iIQiit 


One company 
: 
| 


way by empha 


DIRECT ADVERTISING 
File Folders for Mailing 


VAS 


Worth conside 


,>FE DEA ALBU M 


EXHIBITS 
Use Free Phone Calls 


If you want to keep visitors in your booth a 
than usual, you might consider the stunt adopted by A. H 
Robins Co. Inc. at the American Medical Assn 


of giving registered delegates a free phone call to any point 


little longer 
convention, 


in the country. (For regional conventions, make it the state.) 


as pnart oft 


the exhibit, 
hour can be handled, which keeps the 
lower than might guess at first. Visitors are 
given a numbered slip to indicate 1d while they 

g for their number to = available 


about 15 


expense 


calls an 
you 


their turn, ar 


SALES PROMOTION 


MEETINGS 
Work Through Secretaries 


7) 
Ihe 


EXHIBITS 


ADMINISTRATION 
Saving Correspondence 


RR 


October 1956 °* 





FIVE OWNERS 
POOL 
THEIR SKILLS iy 
AND TALENTS.. ee @ ..TO RENDER 
— RELIABLE 


SERVICE 


JAMES 
Vv 


INDIVER! 


SKILLED PERSONNEL...modern facilities...and 

the latest in equipment—each is vital to the operation of any 

service business. All are always available at INTERNATIONAL COLOR GRAVURE 
and at SUPERTONE. In addition, clients of both companies have the 

benefit of the energy, enterprise and faith of the five partners who 

continually cooperate in directing and managing their organizations. 


The five owners, since 1945, have been pooling their technical knowledge and 
wide practical experience in rendering dependable service for reproduction 
in monotone gravure and in preparing color positives. 


One of the partners, JAMES V. INDIVERI, is in charge of the SUPERTONE 

plant because of his specialized experience in the monotone field of gravure. In his youth 
he devoted several years to the formal study of art. He is a member of the photo- 
engravers’ union and has earned a reputation in the gravure industry where, for more 
than 25 years, he has been a photographer, monotone retoucher and technician. 


His background, as well as those of his partners, explains why so many clients count on 
INTERNATIONAL and SUPERTONE for reliable rotogravure reproduction. 


ROTOGRAVURE ENGRAVERS 
SPECIALIZING IN COLOR 


39 West 60th St. L 
NEW YORK 23, N.Y. HC. 
Phone: Circle 5-8750 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7136 


480 Lexington Ave. 


SUPERTONE, INC. ‘ew york 17. N¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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Advertising Require 


How effective 
is your publicity? 


An expert brings you some of the techniques for measuring 


the effectiveness of your company’s publicity effort, based 


on his many years of experience in this exacting field. 


By Charles E. St. Thomas 
Director of Communications 

of the Marketing Services Div., 
General Electric Co., New York 


This article has been taken from 
“How to Get Industrial and Busi- 
ness Publicity,” a new book pub- 
lished by Chilton Co. It has been 
reprinted with the permission of 
the copyright owners, and is not to 
be further reproduced without the 
permission of the publishers. 


Like any other well-planned busi- 
ness activity, industrial publicity 
should be measured regularly and 
systematically. Measurement should 
not be made to provide fancy figures 
for use in justifying the publicity 
budget. Instead, measurement 
should be used intelligently as a 
tool to help control the publicity 
activity and get the most from it. 
Used wisely, publicity measure- 
ment can help keep the activities 
of the operation channeled in the 
right direction, often serving as a 
warning sign when the basic pub- 


licity activities such as news plan- 
ning and release writing start to be 
diverted into less productive proj- 
ects. These are some of the more 
common types of measurement. 


> Most common of all publicity 
measurements is the column inch 
report, compiled from clips pur- 
chased from a press clipping service. 
In its simplest form, this is merely 
a tabulation, usually made month- 
ly, of the total number of column 
inches of publication space men- 
tioning the company. For conven- 
ience, the report can be split into 
column inches of space received in 
consumer magazines, business mag- 
azines, and newspapers, and other 
information printed about the or- 
ganization. In its more complicated 
form, the column inch report breaks 
down the origin of the space by 
media category publications, tabu- 
lated by each product line, and adds 
a “company-general” or “institu- 
tional” tabulation to categorize the 
general information printed about 
the organization as a business enti- 
ty, as differentiated from the ma- 


terial referring solely to the organi- 
zation’s products. 

The column inch report is of 
little use unless it is made on a con- 
tinuing basis. When the measure- 
ments are made monthly, a_ basis 
for comparison exists and the pub- 
licity man can, by comparing the 
current report with those of the 
past, see the development of posi- 
tive and negative trends. 

Using the reports in this manner 
can help assure the continuing, 
equitable use of the publicity man’s 
efforts across all of the product 
lines. It also pinpoints the effective- 
ness of each release, clearly flag- 
ging those which have not been 
picked up by publications. When 
this happens, of course, the public- 
ity man should determine why his 
information is not being used. This 
determination should be made by 
the publicity man or with the as- 
sistance of qualified publicity con- 
sultants, not by querying the edi- 
tors as to why they are not using 
the material. In all likelihood, if 
reports indicate that much _ of 
the material being released is not 


October 1956 + ar « 21 








Column Inch Report . . 


Compiled from 
clipping services, report shows who uses 
company or product stories 


being used, the fault lies with the 
releases themselves. Perhaps the 
news content is not enough to war- 
rant their use, or maybe they are 
being directed too indiscriminately 
across mailing lists without proper 
attention to tailoring the releases to 
the proper publications. 

Figures compiled from column 
inch reports can be used to advan- 
tage to prepare charts and graphs 
to help signal the trends of use. By 
plotting the total number of column 
inches and, on the same _ graph, 
breaking down the totals by prod- 
uct lines and “institutional,” the 
effectiveness of the operation can 
be seen clearly. 


> After this information has been 
charted, the publicity man should 
analyze it to determine the rea- 
sons for its peaks and valleys and 
the corrective action to be taken, 
if any. The publicist for the John- 
son Manufacturing Company Inc., 
might well ask himself if he is de- 
voting the correct amount of atten- 
tion to publicizing his company’s 
line of thinners. The chart indicates 
that this line is receiving least cov- 
erage. Perhaps there is little or 
nothing that can be done substan- 
tially to increase this, but the chart 
does show that this product line 
is not being written about as much 
as others. The chart can be used 
also to show the effect of special 
publicity projects. For example, the 
high point on the institutional curve 
in August would be a normal re- 
flection of an activity under the 
publicity man’s direction and guid- 
ance, such as the opening of a new 
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plant to which the press had been 
invited. The graph shows clearly 
the immediate and subsequent pub- 
licity reaction during August, when 
the newspapers gave the new plant 
almost instant coverage, and the 
later coverage in the business press 
during September, October and 
November. Carry-over into Decem- 
ber also helped keep the institu- 
tional coverage in the last month 
well above the average. 

The effects of new product an- 
nouncements also can be seen. For 
example, the high point on the resin 
line could be attributed to a new 
product announced in June. Later, 
when additional product announce- 
ments are made, it will be possible 
to refer to the chart to compare 
the success of perhaps one method 
of announcement with another. 

Physical preparation of the col- 
umn inch reports should offer no 
great problem if one or more reput- 
able clipping services are hired to 
submit monthly clippings from the 
various publications in which mate- 
rial released by the publicist is like- 
ly to appear. The charge for this 
service is nominal (considerably 
less than staffing to provide similar 
service internally). Many publicists 
utilize more than just one service, 
to assure at least 80 per cent cover- 
age of all important publications. 
Also, experience with the services 
will show that some do a better 
job in certain fields (such as in 
clipping trade books or newspa- 
pers) than others, and it is wise to 
make certain that the service which 
specializes in a particular type of 
publication is used for that pur- 
pose. 

Batches of clips will be sent to 
the publicist monthly, or at a more 
frequent interval if requested. The 
first operation for the publicist or 
his secretary is to sort the clips, 
segregating those mentioning his 
company and products. Then, these 
are subdivided into the categories 
covered in his report. The next 
steps, of course, are merely meas- 
uring and tabulating to arrive at 
the report figures. 


> In each type of business, a spe- 
cial group of publications are re- 
ferred to as the leaders in their 
field. Obviously, these publications 
should be the special targets of the 
publicist. He should concentrate 
much of his efforts toward having 
articles on his organization and his 
products appear in these publica- 
tions. Consequently, a monthly re- 
port is advisable, singling out only 
these publications, keeping track of 
the number of stories they used, the 
type of story by product line or in- 
stitutional, and the column inches 


involved. Constant referral to such 
a report will tell the publicity man 
when he should increase his efforts 
to have material appear in one of 
these high priority publications that 
may not be using as much material 
as is desirable. 


>» Clipping services, mentioned ear- 
lier in this article, can be used to 
great advantage to check the prog- 
ress of competitive publicity op- 
erations. Many concerns maintain a 
complete report of each of their 
competitor’s activities, paralleling 
the categories in which they report 
on their own activities for easy, di- 
rect comparison of results. Such a 
collection of competitive clips can 
also be useful because frequently 
it will contain information which 
will be of use to other departments 
of the organization, such as sales or 
engineering. 


> Publicists should always place the 
clips received from the clipping 
services into some convenient form 
of scrapbook which can be routed 
monthly to interested individuals 
within the organization and filed for 
later use. The primary function of 
the publicist is to obtain favorable 
mention of his company and prod- 
ucts in the appropriate media, 
and he should not overlook the use 
of clips books as one method of 
showing the rest of the organiza- 
tion the results of his efforts. It is 
frequently worth while to include 
a summary of the month’s activities 
with the clip book, calling attention 
to the outstanding projects and 
mentioning a few of the major proj- 
ects the publicist is currently de- 
veloping. 


> When the publicity effort has re- 
sulted in a number of clips about 
a particular individual in the or- 
ganization (perhaps a_ promotion 
story or a new development story 
crediting some one individual), the 
publicist should send extra clips on 
the subject to the individual con- 
cerned. This personal attention will 
pay dividends in keeping key peo- 
ple aware of what is being done in 
a personal way to assist them, and 
it will be appreciated. 

There are numerous other pub- 
licity reports that have been com- 
piled through the years, many de- 
signed almost exclusively to justify 
the activity. A large number of 
these reports have originated with 
the publicity consultants and agen- 
cies that are frequently more 
pressed than the inside man to 
prove their worth. Because of this 
pressure for “proof,” many reports 
have been compiled on the basis of 
comparing the publicity space, in 
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Trend-Signaling Graphs . . 
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. By using figures compiled from column inch reports, and 


breaking down totals by product lines, graphs point out positive and negative trends. 


column inches received, with the 
cost of similar space if purchased 
through the advertising department. 
Such comparisons are loaded with 
fallacies and actually prove little or 
nothing to the astute manager who 
is responsible for the expenditure 
that supports the publicity activity. 

However, there are many valid 
methods of showing the worth of 
the publicity operation, comparisons 
and examples that can be under- 
stood by an enlightened manage- 
ment. One or more of the following 
points could be worked into recur- 
ring reports published by the pub- 
licity man. Frequency of issuing 
such reports will vary with the or- 
ganization, but they should be con- 
sidered at least annually, and pref- 
erably semi-annually. 


>» The major objective of any man- 
ufacturing and selling organization 
is to move products, and the ex- 
tent to which the publicity contrib- 
utes to this objective should be re- 
ported. 

There are few, if any, hard and 
fast measurements for determining 
specific results under this category. 
However, intelligent analysis can 
provide some valuable indicators. 
For example, if particular stress is 
being placed on a_ product line, 
what has been the result of the 
publicist’s activity in getting infor- 
mation printed about that product 
line? Has the appearance of the 
publicity been timely, coinciding 
with the salesman’s selling efforts? 


> Outstanding stories on products 
lend themselves to re-use in direct 


mail as well as for personal distri- 
bution by the sales staff. In most in- 
stances, the responsibility for fur- 
ther capitalizing on the opportunity 
successful publicity makes for this 
type of merchandising activity will 
not rest with the publicist. Usually, 
it will be the responsibility of the 
advertising or the sales promotion 
manager, but it will, of necessity, 
be carried on in conjunction with 
the publicist. Examples of this ac- 
tivity should be included in re- 
ports, showing the added effort be- 
ing made co-operatively with the 
publicist to place his activities as 
closely as possible behind the sell- 
ing problems. 


» Publicity generates inquiries, usu- 
ally more quickly and less ex- 
pensively than space advertising 
(but most effectively in conjunc- 
tion with other advertising activi- 
ties). These inquiries should be 
tabulated, and the field sales staff 
should be asked to report on the 
value of the inquiries which they 
have followed with personal calls. 
In many instances, it will be found 
that inquiries generated through 
publicity have resulted in sizeable 
sales which can be developed by the 
salesmen into even larger future 
billing. The extent of this type of ac- 
tivity should be traced down and 
reported, because it is another meas- 
urement of the publicity activity’s 
worth in moving the organization’s 
products. 


> In spite of the emphasis that has 
been placed on the day-to-day job 


of publicity in moving products, 
there is another just as important, 
longer range objective—that of 
building the reputation of the com- 
pany as being a desirable organiza- 
tion with which to do business. This 
can be accomplished in many ways. 
It includes having material printed 
on the company’s superior manu- 
facturing processes, its people, its 
policies, and all of the other as- 
pects of business which create the 
impression of superiority. The work 
of the publicist in this area should 
be reported, with examples showing 
the extent of his activity in further- 
ing this goal. 


>» As pointed out earlier, many or- 
ganizations stress the use of pub- 
licity as a major part of their com- 
munity and employe relations pro- 
grams. Reports on these activities 
should be summarized, culling out 
the more outstanding examples of 
worthwhile activities. 

In organizing reports such as 
these, the publicist will find it val- 
uable to maintain an open file in 
his own desk where he can drop 
notes of items falling into the above 
categories as they occur. All too 
frequently, the many examples 
which occur in daily operations to 
validate the work of the publicist 
are lost as he proceeds from one 
project to another and cannot be re- 
called when he is ready to compile 
a report. The work of putting to- 
gether the report can be simplified 
greatly if he eliminates the step of 
having to recall the subject matter 
by having it present in notes. 


>» Reports are to be used wisely, 
and with caution. They are not to 
be made for the sake of reports 
alone, but to inform those function- 
ally responsible for the publicity 
operation of its activities in rela- 
tion to over-all company objectives. 
They should be used, also, by the 
publicist as a method of evaluating 
his own operation. Used in this 
manner, they can be a constructive 
tool. Used instead as some vague 
means of publicizing or justifying 
the publicity operation, they can be 
ineffectual, time-consuming and 
practically worthless. 

It would be next to impossible 
to determine an exact “acceptable” 
average for the number of releases 
printed by editors. This will vary in 
relation to the importance of the 
information in the release, the 
amount of other news competing for 
the same editorial space, the ex- 
pertness with which the mailing 
lists are used, and a number of 
other variables. 

As a rule, use of any release by 
more than 30 to 40 per cent of the 
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CREATE IMPRESSIVE SETTINGS 
WITH 


hollywood | i 
a, 


ET NY Toe 
Th 


Cost Less Than 
You Think! 
Flexible... 
Fit Everywhere 


Save Big Money 
... Use 
Repeatedly 

Set the Stage 
for Attention- 
Compelling 
Showmanship 


Easy to Ship, Shape, Hang and Drape 


FREE! Colored idea Booklet Show- 
ing 10 New Ways To Use Logo 
Drapes. 


HOLLYWOOD BANNERS 


eT Te) eee 
Creators & Manufacturers of Nationally 
Famous Color-Spectacular Ad Banners 
REBT Me re ae a a 
TELEPHONE: OR 9-4790 


PRODUCTION 


TROUBLES? 
Send for free brochure: 


It explains in detail our uni 
service. How we help to ii 
advertising, sales promotion and 
publicity material to get it routed 
to the right places ON TIME! 


PUBLIC RELATIONS 
SERVICE CO. 


Serving 
clients 
from 
coast to 
coast 


532 South Arlington 


Akron 6, Ohio e@ Dept.B 


- for more details circle 837, page 105 | 
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publications to which it has been 
directed can be considered in the 
excellent result category. When the 
average starts to get below this 
figure, it would be well to consider 
this as a warning signal and give 
serious scrutiny to the methods em- 
ployed in the publicity operation. 


HANDY GADGET ... 


Gardner Develops 
Slide Rule for 
Scheduling Ads 


A practical billfold-size “slide- 
rule” to provide easy reference on 
the time needed for each step in the 
agency’s creative and mechanical 
work schedule for space advertising 
has been developed by Gardner Ad- 
vertising Co., St. Louis. 

It is believed to be the first such 
convenient device to supplant the us- 
ual advertising agency letter-size 
work schedule sheet, which is easily 
forgotten, often ignored, and is us- 
ually at the agency when an account 
executive needs it in the client’s of- 
fice. 

Data is included for computing 
either complete or partial time stages 
in five categories of space advertis- 
ing: outdoor full color; gravure 4- 
color; letterpress 4-color; letterpress 
2-color; and letterpress, black and 
white. 


> Gardner President Charles E. Clag- 
gett said: “The chief purpose of the 
new format will be as a practical aid 
in the constant battle to level the 
peaks and valleys of the advertising 
process, thereby reducing agency— 
and client—costs. We will also supply 
the ‘slide-rule’ to our clients for their 
use and information. 

“Our previous schedule was thor- 
oughly reviewed by the art, copy, 
production and service departments 
before we produced the new printed 
schedule, which becomes effective 
July 1. 

“It will be used by the service de- 
partment managers, working with 
the creative and production staff; and 
by account executives, in their con- 
tact of clients. Such a tool gives ev- 
eryone in the agency an intelligent 
basis for planning and scheduling 
advertising, and it will also be used to 
find and cure persistent trouble spots 
in our total work flow.” 


>The device was developed by 
Wayne Stewart, Gardner Service De- 
partment Director. It is a slotted 
pocket with a sliding card which is 


> Industrial publicity, like any other 
activity, must be measured if those 
responsible for its operation are to 
have a guide to its effectiveness 
Many methods of measurement are 
available, some with pitfalls which 
the publicist should be aware of. q 4 


Agencyman’s slide rule . . . allows rapid 
computation of production schedule of ads 
of all kinds 


pulled out to show the desired cate- 
gory of space advertising. The “slide- 
rule” will indicate the work stages 
in two ways: 


1. The weeks prior to closing for each 
of eight stages: initiate ad; submit 
copy and layout to client; secure OK 
and order art and type; complete art 
and typesetting; secure OK on art 
and type; complete mechanical pro- 
duction; secure final OK; manufac- 
ture and ship duplicate materials. 

2. The working days required for 
each of the steps. 


>Figures are in two columns for 
each category on the slide card 
printed in black for “weeks prior to 
closing,’ and in red for “working 
days required.” The reverse side of 
the slide card shows a 1956 calendar, 
for easy computation of the life span 
of a job. 

“The work schedule is naturally for 
optimum performance,” Claggett 
said. “It provides time adequate for 
best creative and production per- 
formance, but it is also flexible 
enough to absorb the inevitable crash 
jobs that face all agencies—much in 
the manner of “stacking” airplanes 
above an airport to permit other land- 
ings for emergency purposes. Time 
limits can be reduced proportionately 
in figuring rush jobs, to spread the 
pressure on the respective depart- 
ments.” 

Although the device has been copy- 
righted by Gardner, other agencies 
are welcome to write for copies of the 
“slide-rule” for adaptation to their 
own internal traffic procedures, Clag- 
gett said. 44 
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THESE LEADING PAPER MERCHANTS SELL 


THE FAMOUS CHAM 


ALABAMA 


The Whitaker Paper Co. 
The Partin Paper Co. 
W. H. Atkinson Fine Papers 


ARKANSAS 
Roach Paper Co. 
CALIFORNIA 


Carpenter Paper Co. 
Carpenter Paper Co. 


COLORADO 
Carpenter Paper Co. 
CONNECTICUT 


John Carter & Co., Inc. 
John Carter & Co., Inc. 


DISTRICT OF COLUMBIA 
Washington The Whitaker Paper Co. 


FLORIDA 


The Jacksonville Paper Co. 
The Everglade Paper Co. 
The Central Paper Co. 

The Capital Paper Co. 

The Tampa Paper Co. 


GEORGIA 


The Whitaker Paper Co. 
The Macon Paper Co. 
The Atlantic Paper Co. 


IDAHO 
Carpenter Paper Co. 
ILLINOIS 


Bradner Smith & Co. 
Dwight Brothers Paper Co. 
Parker, Schmidt & Tucker Paper Co. 
Charles W. Williams & Co.* 
Decatur Paper House, Inc. 
Peoria Paper House, Inc. 
Irwin Paper Co. 
C. J. Duffey Paper Co. 


INDIANA 


The Millcraft Paper Co. 
Indiana Paper Co., Inc. 


1OWA 


Carpenter Paper Co. 
Pratt Paper Co. 
Carpenter Paper Co. 


KANSAS 


Carpenter Paper Co. 
Southwest Paper Co. 


KENTUCKY 
The Rowland Paper Co., Inc. 
LOUISIANA 
The D & W Paper Co., Inc. 
MAINE 
John Carter & Co., Inc. 
MARYLAND 


Garrett-Buchanan Co. 
The Whitaker Paper Co. 


MASSACHUSETTS 


John Carter & Co., Inc. 
The K. E. Tozier Co.* 

John Carter & Co., Inc. 
John Carter & Co., Inc. 


Birmingham 
Mobile 
Montgomery 


Little Rock 


Los Angeles 
San Francisco 


Denver 


Hartford 
New Haven 


Jacksonville 
Miami 
Orlando 
Tallahassee 
Tampa 


Atlanta 
Macon 
Savannah 


Pocatello 


Chicago 


Decatur 
Peoria 
Quincy 
Rock Island 


Fort Wayne 
Indianapolis 


Des Moines 


Sioux City 


Topeka 
Wichita 


Louisville 


New Orleans 


Augusta 


Baltimore 


Boston 


Springfield 
Worcester 


MICHIGAN 


The Whitaker Paper Co. 
Central Michigan Paper Co. 


MINNESOTA 


C. J. Duffey Paper Co. 
Inter-City Paper Co. 
C. J. Duffey Paper Co. 
Inter-City Paper Co. 


Detroit 
Grand Rapids 


Minneapolis 


St. Paul 


MISSISSIPPI! 


Jackson Paper Co. 
Newell Paper Co. 


MISSOURI 


Carpenter Paper Co. 
Acme Paper Co. 
Shaughnessy-Kniep-Hawe 

Paper Co. 


Jackson 
Meridian 


Kansas City 
St. Louis 


MONTANA 


Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 


Billings 
Great Falls 
Missoula 


NEBRASKA 


Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 


NEW HAMPSHIRE 
John Carter & Co., Inc. 
NEW JERSEY 


Central Paper Co. 
Central Paper Co. 


NEW MEXICO 
Carpenter Paper Co. 
NEW YORK 


Hudson Valley Paper Co. 
Stephens & Co., Inc. 
Hubbs & Howe Co. 
The Millcraft Paper Co. 
Forest Paper Co., Inc. 
Holyoke Coated & Printed 
Paper Co.* 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles W. Williams & Co.* 
Bulkley, Dunton Paper Co., S.A. 
For Export } champion Paper Corp., S.A. 
Champion Paper Export Corp. 
Hubbs & Howe Co. 


NORTH CAROLINA 


Henley Paper Co. 
The Charlotte Paper Co. 
Epes-Fitzgerald Paper Co. 


OHIO 


The Millcraft Paper Co. 
The Cincinnati Cordage & 
Paper Co. 
The Queen City Paper Co.* 
The Whitaker Paper Co. 


Grand Island 
Lincoln 
Omcaha 


Concord 


Newark 
Trenton 


Albuquerque 


Albany 
Binghamton 
Buffalo 
Jamestown 
New York City 


Rochester 


Asheville 
Charlotte 
Raleigh 


Akron 
Cincinnati 


Cleveland 
Columbus 
Dayton 
Toledo 


The Millcraft Paper Co. 

Sterling Paper Co. 

The Cincinnati Cordage & Paper Co. 
The Millcraft Paper Co. 


PION BRANDS 


OKLAHOMA 


Carpenter Paper Co. 
Beene Paper Co. 
Tayloe Paper Company 


OREGON 
Carter, Rice & Co. of Oregon 


Oklahoma City 
Tulsa 


Portland 


PENNSYLVANIA 


Allentown Kemmerer Paper Co. 
(Division of Garrett-Buchanan Co.) 
Lancaster Garrett-Buchanan Co. 

Philadelphia Garrett-Buchanan Co. 

Matthias Paper Corp.* 

Paper Merchants, Inc. 
Whiting-Patterson Co., Inc. 
The Whitaker Paper Co. 
Garrett-Buchanan Co. 


Pittsburgh 
Reading 


RHODE ISLAND 


Providence John Carter & Co., Inc. 


SOUTH CAROLINA 


Columbia Epes-Fitzgerald Paper Co. 


SOUTH DAKOTA 


Sioux Falls Paper Company 
TENNESSEE 


Bond-Sanders Paper Co. 
The Cincinnati Cordage & 

Paper Co. 

Tayloe Paper Company 

Bond-Sanders Paper Co. 


TEXAS 


Sioux Falls 


Chattanooga 
Knoxville 


Memphis 
Nashville 


Amarillo 
Austin 
Dallas 

El Paso 

Ft. Worth 
Harlingen 
Houston 
Lubbock 
San Antonio 


Kerr Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 


UTAH 


Ogden 


Carpenter Paper Co. 
Salt Lake City 


Carpenter Paper Co. 


VIRGINIA 


Norfolk 


Epes-Fitzgerald Paper Co. 
Richmond 


Epes-Fitzgerald Paper Co. 


WASHINGTON 


Carter, Rice & Co. 
Spokane Paper & Stationery Co. 
Carter, Rice & Co. of Yakima 


Seattle 
Spokane 
Yakima 


WEST VIRGINIA 


The Cincinnati Cordage & 
Paper Co. 


Huntington 


WISCONSIN 


Milwaukee Dwight Brothers Paper Co. 


CANADA 


Toronto Blake Paper Limited 


*BOX WRAP GRADES ONLY 
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WRITE OUR ADVERTISING DEPARTMENT, HAMILTON, OHIO 


THE CHAMPION PAPER AND FIBRE COMPANY 


General Office: Hamilton, Ohio 
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The Way to the 
Rural Market 


How the National Rural Electrical Cooperative Assn., working 
with manufacturers and dealers, built a small-town campaign 


around its Willie Wiredhand, to promote the sale of electric 
appliances. 


By Robert B. Konikow 
AR Managing Editor 


The prosperity of the farmer may 
very well be one of the major 
political issues this fall, but any 
market expert will tell you that 
there is buying power—and plenty 
of it— down on the farm. The diffi- 
culty is that it is a hard market to 
reach. It takes time to get out to see 
the prospect, to determine his needs 
and to close the sale. Customers are 
scattered and skeptical. A sales call 
is expensive. Thus many dealers 
have got into the habit of waiting 
for the farmer to come to town and 
walk into the showroom. 


> A couple of years ago the Na- 
tional Rural Electric Cooperative 
Assn. decided to do something about 
this gap in our distribution pattern. 
Its members, most of the 929 rural 
electric cooperatives, which serve 
four and a quarter million families, 
needed to increase their volume. 
They couldn’t do it by adding 
meters, getting new customers, be- 
cause they had virtually reached 
the saturation point. Their lines al- 
ready extended to just about every 
farm within their market areas. It 
stands to reason that if you can’t 
get more customers, you must per- 
suade your present customers to use 
more of your product. This means, 
in the case of electricity, more ap- 
pliances—ranges, freezers, water 
heaters, washers and dryers. 
Before going ahead on a full-scale 
program, the NRECA took a good 
and realistic look at the situation. 
Their members were, indeed, not 
an easy group to reach. Because of 
the REA requirement that these co- 
ops not serve any community with 


a population greater than 1,500, 
there was no concentration of con- 
sumers. In addition, the historical 
position of the REA co-ops in the 
power industry meant that this 
group of potential customers was 
even more isolated and scattered 
than other customers, even other 
farm customers. 


> On the other hand, there were a 
number of positive factors. First, 
there was the loyalty of the con- 
sumer to his own organization, his 
willingness to listen to co-op pro- 
grams and to follow along with 
them, But more important than that 
was the existence of a known 
market. Surveys conducted by 
NRECA members, by the govern- 
ment, by industry, all agreed that 
this market was barely touched. 
They had electricity, without which 
no campaign would be possible, but 
they were lacking to a great degree 
in the newer, useful appliances 
which could do so much to ease the 
life of a rural family. 

Another asset to a campaign was 
the existence of a symbol as a rally- 
ing point. One did not have to be 
established and built up for this 
purpose alone. This was “Willie 
Wiredhand”, copyright by NRECA, 
which stood for the use of electricity 
on the farm, and the program as 
eventually developed was built 
around “Willie.” 


> From time to time, various co-ops 
had thought about entering the 
merchandising field, since dealers 
seemed to be unwilling to get out 
on the farms to make sales. Actually 
a few had gone into the appliance 
business. But the general feeling 
was that power sales were enough 


for any one co-op, and that appli- 
ance sales and service are better 
handled by regular dealers, who 
are equipped to take care of this 
business—if they want to. The pro- 
gram must be designed to make 
them realize that there is a profita- 
ble market, once they develop it 
properly. 

A few local co-ops set up test 
programs, with one in South Da- 
kota especially successful. Working 
at both regional and national meet- 
ings, and through the columns of 
the association’s monthly magazine, 
the final plan began to take shape 
on a national basis. As it developed, 
other national organizations and ap- 
pliance manufacturers began to be 
drawn in. But the program is basi- 
cally a local one, and to see how it 
works, let’s get down to the local 
level, and visit Lafayette, La. 


> Lafayette is the home of the 
Southwest Louisiana Electric Mem- 
bership Corp., the world’s largest 
rural electric cooperative, with over 
23,000 meters. It blankets pretty 
thoroughly the rural areas of four 
parishes, and extends its lines into 
four others. After a market survey 
of his area, Manager U. J. Gajan of 
SLEMCO kicked off his program by 
inviting all the appliance dealers in 
the area to a meeting, at which he 
outlined the program, pointing out 
what he expected to get and what 
he expected to give. 

He invited the dealers to sign an 
agreement with the co-op, and to 
be named official “Willie Wiredhand 
Dealers.” These firms would be per- 
mitted to use the Willie decal on 
their trucks and in their stores, and 
other sales aids, like posters, win- 
dow streamers, mats, and so on, 
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would be made available. In addi- 
tion, publicity would be given by 
the co-op in all the media it uses— 
internal magazines, radio and tele- 
vision, bill stuffers, and so on. The 
cooperating dealers would also be 
permitted to use the membership 
lists and the mailing facilities of the 
co-op. In return, the dealers agreed 
to furnish satisfactory servicing of 
all appliances they sold, a sore point 
for many years with rural custom- 
ers. There were also a few minor 
points covered in the dealer agree- 
ment: willingness to maintain ade- 
quate stock, an acceptable financing 
plan, agreement to follow installa- 
tion codes—most of these pretty 
standard industry practice. 

While the program itself was a 
continuing one, it was to be built 
around a series of special promo- 
tions, each highlighting a_ specific 
appliance or group of appliances, 
and for which special incentives 


Kit Made Available . . 


through the national office of NRECA. 
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would be offered. SLEMCO had 
planned its first promotion to start 
less than two months from the kick- 
off meeting. The period from No- 
vember 1 to December 15 would 
concentrate on ranges, dryers and 
automatic washers. During this 
month and a half, it asked the deal- 
ers to make 25 calls on co-op mem- 
bers, reporting each call on special 
postcards supplied to them in the 
dealer kits. As an incentive, the co- 
op agreed to pay a bonus to the 
dealer or to his salesman for each 
sale. It started at $3 for the first one, 
working up to $5 for the third and 
later sales. In addition, to help 
clinch the sale, the co-op agreed to 
install the range free during the 
campaign, saving the customer an 
average $30! The dealer was asked 
to spend at least $30 on local adver- 
tising during the campaign, and on 
the items being promoted. 


The program was _ successful. 


. Each cooperating dealer received, through his local co-op, 
a voluminous sales kit which included samples of decals, posters, window streamers, 
scripts, ad copy, mats and other sales promotion material which could be obtained 


Forty-eight dealers signed up, and 
the Willie decal went up in 18 com- 
munities. Manufacturers, in their 
advertising in the co-op magazine, 
found space to list those of their 
dealers who had qualified. The co- 
op took space to promote the list as 
well, and ran editorial material on 
the selected items. Sales were made 
and the power load was boosted. 


> The main objective of the cam- 
paign, wherever it is held, is to get 
the appliance dealers’ salesmen out 
of the quiet of the store and onto 
the farm. The market is there, but 
it has to be sold on the spot. The 
dealers may not have believed this 
at first, surveys notwithstanding, 
but once they have actually tried, 
they cannot deny its actuality, 
There is a co-op in South Dakota, 
with only 3,220 members, which is 
an indication of what the program 
can achieve. It has had time to run 
only one _ special promotion, on 
clothes dryers. This lasted 60 days, 
and resulted in 160 installations. 
Though only 4% of the membership 
bought dryers, it should mean an 
additional 124,800 kilowatt-hours in 
sales in the next twelve months, or 
a 16% jump in consumption from 
this single campaign! Reports aren't 
in yet from later activity, but the 
co-op expected to sell 100 new 


ranges, 50 water heaters and 75 
food freezers during the first year 


of the program, boosting the power 
usage by $16,119 per year, and that 
ain’t hay! 


> In many parts of the country, the 
state associations have become a 
part of the program. While the ac- 
tivity is still a local one, with each 
local co-op making its own selection 
of dealers and its own arrange- 
ments, the state coordination results 
in putting the program on a broader 
basis and giving it greater scope. It 
is easier to get manufacturer and 
distributor cooperation. Each of the 
special promotions can be handled 
so as to support each other, while 
better promotional materials can be 
obtained without an 
cost. 

National coordination has been 
achieved, within a framework of 
voluntary cooperation, by the prep- 
aration of a power use calendar. 
Issued and distributed through the 
NRECA, the Rural Electrification 
Administration, the National Elec- 
trical Manufacturers Assn.,_ the 
Edison Electric Institute, and other 
interested organizations, the calen- 
dar suggests the times for promoting 
various items. Ranges and water 
heaters, for example, are best pro- 
moted from March to May, while 
freezers, air-conditioners and de- 


increase in 





“Willie Wiredhand” 
Dealer 
SALES BOOK 


“Willie Wiredhand” 
Dealer 
SALES CALLS 


v\ ALi 


Sales Report Forms . . . Two books were 
supplied. In one, salesmen would report 
specific sales calls, while the other 
covered actual sales made. The forms 
were printed on postcard stock to sim- 
plify returns. 


humidifiers fit more obviously into 
the May to August period. Other, 
non-seasonal, items are assigned 
arbitrary periods. National adver- 
tising to the rural market generally 
follows this schedule, so that a local 
co-op can take advantage of this 
effort in planning its own cam- 
paigns. The final decision, however, 
is always up to the local. 


> The manufacturers have cooper- 
ated wholeheartedly in this pro- 
gram, although the form their co- 


operation has taken has_ varied. 
Their anxiety to get their dealers 
out on the farm is nothing new, but 
there is no way to force an inde- 
pendent dealer to do anything he 
doesn’t want to do, and small-town 
dealers are among the most vigor- 
ously independent. 

Some of the manufacturers worked 
directly with the local co-ops. Such 
a program is basically one of sales 
promotion, a field not particularly 
familiar to the co-op farmer-mem- 
bers. Representatives helped bring 
their sales promotion experience to 
the co-op officials, both in drawing 
up the plan and in presenting it to 
the membership for approval. Frig- 
idaire, for example, made up an 
outline for a presentation, along 
with accompanying charts, and 
made it available to leaders of co- 
ops which were considering the 
program. 

Sometimes manufacturers and 
distributors were needed to see that 
the program was feasible. In one 
state-wide promotion in Arkansas, 
for example, each dealer agreed to 
offer a free steam iron with each 


purchase of an electric dryer. Most 
of the dealers carried these irons, 
so the local co-op needed to do 
nothing beside send a check for its 
share of the cost. But some didn’t 
carry steam irons, sometimes due 
to the fact of peculiar franchise ar- 
rangements. The state co-operative 
assn. arranged a_ special supply 
for these firms through the co- 
operation of a manufacturer and 
his distributors, to insure that the 
offer would actually be state-wide. 

Manufacturers and _ distributors 
were asked to feature the Willie 
Wiredhand dealers in their rural 
advertising, and many ads, like that 
of General Electric in the SLEMCO 
Magazine, indicated the qualified 
dealers with a special symbol. 

Other manufacturers, like Kel- 
vinator, have cooperated by timing 
their own promotion to local efforts. 
Most frequently, this has taken the 
form of a promotional model that is 
a particularly good buy. The aim 
here, of course, is to allow their 
franchised dealers to take maximum 
advantage of the Willie campaign. 
Special prices on regular models 
have also been offered. 


> Willie Wiredhand is the central 
feature of the entire campaign. 
Many years’ use has given him rec- 
ognition as the symbol of electricity 
on the farm, and in particular of co- 
operatively delivered or produced 
electricity. The NRECA is jealous 
of his reputation and is careful how 
this copyrighted symbol is used. 
While identification or endorsement 
of a specific brand is forbidden, 
manufacturers are both permitted 
and encouraged to use the symbol 
to stand for their cooperation with 
the program. 

Now that Willie is moving out 
from the co-ops themselves and is 
being used by independent dealers, 
the national organization and _ its 
local affiliates are insisting that 
standards be met. They want the 
title of “Willie Wiredhand Dealer” 
to mean something. It is not simply 
assigned on request, but the stand- 
ards are discussed, full agreement is 
reached and signed, and the award 
is marked by the formal presenta- 
tion of a certificate, which the deal- 
ers are proud to frame and hang 
where their customers can see it. 


> The most important item in the 
standards is the matter of servicing. 
Rural customers have long felt that 
they were orphans when it came 
to getting service on the appliances 
they bought. They could buy what 
they wanted, and the dealer would 
occasionally be so gracious as to 
install them, but when trouble oc- 
curred, no serviceman cared to go 


out into the country. A_ broken 
washing machine neither creates 
good will nor uses electricity. On 
the other hand, a service call to an 
isolated point is expensive, and it 
isn’t surprising that many dealers 
have taken the short-range point of 
view and shoved rural servicing to 
the outskirts of their interest. Ty- 
ing this point into the program was 
a vital part of building a sales pro- 
gram. 

But this requires proper handling 
if it is to be worth anything at all. 
Each local had to set up a system 
for following up on and investigat- 
ing complaints regarding servicing. 
As part of the original agreement, 
dealers are told that their permis- 
sion to use Willie can be taken from 
them, and manufacturers, who have 
long been aware of the situation, 
have promised cooperation. So far, 
the determination to maintain 
standards has been enough. It has 
not been necessary to withdraw the 
symbol from any cooperating dealer 
to this date, and the association 
hopes it will never be necessary. 


> The program is still less than a 
year old, but already more than half 
of the country’s rural electric coops 
either have already put it into effect 
or are planning to adopt the plan. 
Altogether, somewhere between six 
and seven thousand dealers, all over 
the country, are proudly displaying 
Willie Wiredhand. 

And as you drive through the 
small towns of our country, keep an 
eye open for him. Wherever you 
see him waving at you from the 
panel of a delivery truck, or em- 
blazoned on a store window, you 
will know that you are in a section 
of the country where farmers, store- 
keepers, distributors and manufac- 
turers together are blazing a new 
trail in the techniques of distribu- 
tion, reaching new markets and 
bringing new standards of living to 
the rural backbone of America. ¢ 4 


Decal Identification 
lie Wiredhand Dealers’ 
decals, which were used on trucks and 


Official “Wil 


received these 
in their stores. Like other promotion 


material, the trade character was fea- 
tured. 
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The heart of the matter 


Not two, 
not four— 


but one. 


The equipment used, the materials, and 
all the other things which enter into 
the creation of a picture are nothing 
without the photographer’s inner cer- 
tainty of what is just right. 

This then is the photographer’s re- 
sponsibility. The photograph he gives 
you is a synthesis of ideas and technique, 
and he is the catalyst. 

He sells you his fund of artistic experi- 
ence, his aesthetic sense, his intelligent 
appraisal of what is fit and proper, his 
creative ideas, and his technical ability to 
produce what he envisions. 

We’re among that ever-growing group 
who think this kind of photographer is 
more than a technician with a flare for 
focusing a camera. A camera is a ma- 
chine. Film, chemicals, lights are tools. 
But like all machines and tools, these are 
nothing without intelligent guidance. 
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... PHOTOGRAP 


Photography by George lozarnick for Kix, General Mills 


What’s the point? 

Simply that, given a chance to make a 
real contribution, a creative photogra- 
pher helps take your photograph off the 
ground. He makes it more than a cold, 
flat pictorial record. He produces a sort 
of two-dimensional mood, an emotional 
experience captured permanently by the 
laws of physics and chemistry. 

And you’re the one to benefit. Such a 
photograph is a warm and living thing 
that evokes certain feelings in the viewer. 
Used properly in an advertisement, it 
brings the reader to the message in a 
receptive frame of mind. Or it delivers 
the message—complete. It lets him par- 
ticipate, rather than signaling imper- 
sonally ““Here is another ad.” It trans- 
forms good copy into a personal con- 
versation between advertiser and reader. 

And it does a shirt-sleeve job, too. It 
is artfully commercial. It sells. And this, 
obviously, is the photograph’s ultimate 
purpose. But, because it speaks humanly 
and with warmth—because it has that 


most human of all qualities, emotion— 
it speaks to the reader in terms he under- 
stands and feels. This kind of photo- 
graph transforms your product from a 
cold piece of merchandise into a thing 
to be desired and used and lived with. 

This is the language of advertising 
photography. Together, you and your 
photographer can speak volumes to 
readers in a single glance. Note that 
word “‘together.”’ We stress it because 
we believe that even the most talented 
art director stands to benefit materially 
by working with his photographer and 
vice versa. 

This is the ideal working relationship 
...and certainly a desirable goal. You’re 
paying your photographer for his talent, 
experience, and creative ability—not his 
equipment—and it’s good business to 
get the most for your dollars. 

Whenever you can, call upon your 
photographer during the idea or plan- 
ning stages of a single ad or a campaign. 
Practical background gained in planning 
will help him help you. He’ll have the 
feel of what is best for the heart of 
your message. 


The ingredients of 
perfection 


The control your photographer 
has over any picture situation 
stems from his materials—film, 
papers, chemicals. These must 
function accurately and predicta- 
bly every time he makes a photo- 
graph. That’s why so many top 
photographers use Kodak prod- 
ucts extensively. 

These fine photographic mate- 
rials make all the rest possible—yet 
they’re the smallest item of cost. 


EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 





The Art ol 
Communication 


Written by an expert of many years’ standing in 


the audio-visual fields, this series will be of 


interest to both the beginning and the experienced 


adman. Loaded with facts, figures, and practical 


suggestions, the series will be well worth clipping 


as a permanent reference for your library. 


By Richard A. Naumann 


No one has to drill batting aver- 
ages into the head of the baseball 
enthusiast; you don’t even have to 
make the averages easily available; 
he’ll dig them out of obscure collec- 
tions of data and remember them 
seemingly without effort. The rea- 
son — interest! That’s all, just an 
interest in the subject. 

The first means of improving 
making communication more effec- 
tive is to motivate the audience by 
making the presentation interest- 
ing to them. Fortunately, interest 
can be developed. You don’t have 
to depend on your audience listen- 
ing with a ready-made, all-absorb- 
ing interest — you can stimulate it. 
This stimulation can be injected in 
planning the material and in pre- 
senting it. The value of this motiva- 
tion results from the fact that the 
pupil isn’t taught, he learns. The in- 
structor’s job is to make learning 
easy. Just telling isn’t teaching. 


> Telling an audience why a sub- 
ject is important to them is the first 
step in rousing interest, but you can 
go further. How? The answer lies 
innate in every good _ salesman, 
every good actor, every good train- 
er: you must be interesting to your 
audience, you must make your 
presentation sparkle. Sometimes 
this is easy; sometimes the speaker 


has a personality that sparkles by 
itself, other times the subject mat- 
ter has its own sparkle; but often 
you must add sparkle to a dull sub- 
ject or a.dull personality. 

We can tell you to add sparkle 
when you present the material by 
having a gleam-in-your-eye and a 
ring-in-your-voice — but we can’t 
do much to put them there. En- 
thusiasm is catching; it’s also a 
catchword that everyone tells you 
to have but can’t give you or tell 
you how to get beyond some rudi- 
mentary advice. You have it, you 
get it, or you don’t. But remember, 
as simple a thing as a smile can be 
an effective device for getting inter- 
est. Whether you've got that per- 
sonality-plus or not, you can add 
sparkle to your presentations, make 
your training more effective, com- 
municate more successfully. 


> You can add sparkle to your 
presentations in the planning stage 
by incorporating illustrative de- 
vices. This method of enlivening 
presentations is not restricted to 
use of elaborate audio-visuals 
backed by a huge outlay of capital 
— a simple gimmick will often do! 

You can create inexpensive gim- 
micks yourself. Just stop and con- 
sider the points you want to com- 
municate; maybe some simple de- 
vice will serve to illustrate them 
and drive them home. It can be a 


verbal device a catchword or an 
interesting analogy. Or you can 
spring surprises and use competi- 
tion to arouse interest. These things 
cost nothing but can add a great 
deal to the effectiveness of any 
presentation. 

Better yet, use a visual aid. 
Showing something, in training as 
in selling, steps up both interest and 
learning. An appeal to the eye as 
well as the ear increases the effec- 
tiveness of learning. The visual de- 
vice can be something you make 
yourself in a few minutes at a cost 
of a few cents and still be effective. 
Dress up your presentations by us- 
ing some sort of visual device, even 
if it’s only a chalkboard. 


> Among the things you can do in 
the planning stage is to extend the 
communication formula by adding 
two steps: application and testing. 
The more senses we learn through, 
the better we learn, and application 
adds another sense to the learning 
process, the sense of touch. By test- 
ing, you use competition to ‘in- 
crease motivation. Sometimes ap- 
plication and testing may be one 
and the same; other times they 
can’t be used at all. Whenever pos- 
sible, use them. Have trainees ap- 
ply what they are learning; espe- 
cially when you are teaching a skill, 
whether that skill is technical or 
a matter of dealing with people. 
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Tell the trainees how to do it and 
then let them try it for themselves, 
supervising them as they try. 

Testing is really a form of appli- 
cation — or should be. With a writ- 
ten test you can get a large group 
to tell how they would apply their 
knowledge. Whenever possible the 
test should take the form of an ac- 
tual application rather than just a 
written examination. In training, 
examinations are used not merely 
to “test” in the usual sense, but to 
communicate. Their purpose is the 
same as other elements in the gen- 
eral formula: to help the trainee 
learn. 


> One of the common forms of test- 
ing is the quiz session. The quiz 
should simulate on-the-job condi- 
tions no matter what the job is or 
what type of quiz is used. The quiz 
need not be limited to written or 
verbal questions and _ answers; 
slides, charts, and other visuals are 
as effective here as in other com- 
municating. Frequently a quiz can 
be organized into the form of a 
game which will heighten the inter- 
est of the participants and motivate 
them to learn. 

One valuable test-game is the 
quiz-the-experts type similar to 
those on radio and television. It is 
especially effective when there are 
“old hands” or know-it-alls in a 
group. Such persons sometimes con- 
sider themselves superior to others 
and will not participate in the meet- 
ing. By putting them on the panel 
of experts, you not only get them 
to participate willingly, but you 
pick their brains and pass their 
knowledge on to the newcomers in 
the group. This type of session also 
stimulates audience participation 
and motivates the entire group to 
take an active interest. 

The next time you plan to com- 
municate with someone, ask your- 
self, “What’s my audience inter- 
ested in? How can I make them in- 
terested in what I have to say?” 
Answer these questions in your 
own way if you can. If it’s a big or 
important project, if you can’t plan 
it alone call for help. There are 
specialists who devote themselves 
to answering these questions. 


> Beyond including motivation in 
preparing communications and ex- 
tending the general formula to in- 
clude application and testing, the 
plus values are pretty well depend- 
ent on the instructor’s performance 
in actually staging the meeting once 
it is planned. They include prepar- 
ing the meeting room, making a 
presentation, and conducting a 
meeting more effectively. They are 
important enough for discussion. 


© Preparing the meeting room... 
Did you ever forget to run an er- 
rand for your wife? It’s even easier 
to forget to have a spare projector 
bulb on hand for a film presenta- 
tion. 

Preparing the meeting is part of 
the planning stage but its effects 
on the audience play an active part 
in the effectiveness of presenting 
material. Obvious though it should 
be, proper preparation of the meet- 
ing room is often neglected or over- 
looked. When your audience be- 
comes overly conscious of discom- 
fort in its buttocks, you haven't 
even the proverbial Chinaman’s 
chance of keeping them interested. 
If they’re too comfortable after a 
hearty meal, only lullabies are in 
order. 

Part of the meeting atmosphere 
depends on you, the meeting lead- 
er. The confidence with which you 
step onto the platform affects the 
audience’s attitude. Your general 
bearing, manner of dress, friend- 
liness or lack of it are all reflected 
by the audience — reflected up- 
on you and your subject! In the 
same way, the atmosphere of the 
room itself — whether it’s comfort- 
able and cheerful or not — affects 
audience reaction to you. Person- 
ality, enthusiasm, a smile means a 
lot, but they’re lost if the meeting 
room is not properly planned and 
arranged. 

The audience should be seated 
comfortably, but not too comfort- 
ably. The seating arrangement 
should permit the audience to see 
and hear all that takes place. The 
room should be well ventilated or 
only sleep will ensue. Lighting is 
important; in general the light on 
you should be good and that on the 
audience subdued, thus centering 
attention on you in similar fashion 
to focusing a spotlight. The meeting 
room should “just fit” the audience. 
If the room is too small, those 
standing will be distracted and dis- 
tract others. If it is too big, the 
audience may get the impression 
that the subject or the speaker 
(you!) is not popular. 

All elements competing for the 
audience’s attention should be elim- 
inated — even a loud tie can be 
distracting! If you’re using several 
visuals, keep them hidden except 
when you’re using them. If you 
haven’t a quiet room for the meet- 
ing, plan it for a time when noises 
are at a minimum. Find out in ad- 
vance what’s going on in the neigh- 
borhood at the time you plan to 
hold the meeting — even symphony 
concerts have been disrupted by 
building construction taking place 
nearby and by the presence of a 
jazz band in an adjoining hall. 





Be sure you are the center of 
attention by eliminating all dis- 
tracting elements. Small details are 
often overlooked, yet they can cause 
a meeting to fail. Nothing is quite 
as distracting to an audience as sit- 
ting around while the speaker races 
around after an extension cord be- 
cause he didn’t check to see if there 
was an electrical outlet where he 
needed it. Such things not only irri- 
tate the audience, but lower their 
opinion of the speaker. These things 
do happen. Don’t let them happen 
to you. Don’t put a projection screen 
in a draft that will make it wave 
back and forth, and get a projector 
table that doesn’t wobble. Be sure 
the projector isn’t on the same cir- 
cuit as the switch that darkens the 
room. Check before hand to see 
that such things as lecture stand, 
projection stand, paper and pencils, 
and anything else you're going to 
need are in their proper place. Use 
a check sheet to be sure you cover 
everything. 

Ever have to run three blocks 
from a meeting room to find a 
drinking fountain or a toilet? Bet 
you didn’t get back to the meeting. 
Don’t take a chance on losing your 
audience this way. Check toilet fa- 
cilities and pick a room with a door 
at the rear — unless you're per- 
forming in a night club and can 
make a joke of people walking on 
your toes. 

The meeting room can’t make a 
good meeting out of a bad one, but 
it can improve a meeting and it can 
completely ruin a good meeting and 
make weeks of work completely 
wasted. The next time you go to 
a meeting, notice where the nearest 
drinking fountain is; if the sun 
shines through a crack in the drapes 
straight into your eyes, notice how 
distracted you are from the speaker. 
Notice such things and resolve not 
to let them happen when you are 
the speaker. 


e Making the presentation 
Everything is planned to a “T.” Your 
materials are well planned and well 
organized. You know your subject, 
really know it, and have practiced 
your presentation. The meeting 
room is checked and _  double- 
checked. Everything is perfect, the 
audience is seated, and it’s your 
cue. What are you going to do 
with it? Once you start making the 
presentation, even if most of the 
meeting is being carried by audio- 
visuals, it’s still up to you for bet- 
ter or worse. 

When you step to the platform, 
you've got one main job: it’s been 
called such things as public speak- 
ing and conducting a conference. 
Whatever it’s called, whatever type 
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of meeting it is, your job is to de- 
liver a message. You have to con- 
trol the audience so they get the 
message whether you do all the 
talking yourself or it’s a group dis- 
cussion. A few words are in order 
on both subjects, making a speech 
and conducting a discussion, espe- 
cially about the latter, which is a 
highly valuable technique in the 
hands of a competent leader. A few 
reminders will help you be this 
competent leader. 

It’s easy to hold attention if you 
have something to say. Did you say 
you know your subject, really know 
it? If you do, your job is half done: 
you've got the necessary confidence, 
you're not going to worry about 
stumbling or getting stuck with an 
embarrassing question. All you have 
to do is get up there and put the 
message across. 

Sounds easy, doesn’t it? Well, it 
is! Just remember that you don't 
teach things, you teach people. Say- 
ing it seems superfluous, but it’s 
often forgotten. Concentrate on 
your audience, not your subject. 
The planning stage is over, your 
job now is to present the material 
effectively. Know your talk well 
enough so you can concentrate on 
your audience, on the manner in 
which you speak rather than in 
trying to remember what to say. 

When making a presentation, be 
natural, talk as you would to a few 
close friends — but be sure you can 
be heard. If you can’t be heard 
without a public address system, 
then use one. Vary the volume of 
your voice. If the audience is noisy, 
lower your voice and they'll quiet 
down. If a train goes by, don’t shout 

stop, wait until the noise is gone, 
back up a few sentences and then 
go ahead. Change pace and _ use 
pauses for emphasis. If you're 
speaking from a written script (you 
should still know it thoroughly), 
learn how to mark it to indicate 
pauses, inflections, and so forth. 
Remember, at this point your main 
job is to communicate with people, 
to convey a message you have al- 
ready planned and practiced. 

Anything that attracts attention 
distracts the audience from you and 
what you're saying. You can easily 
eliminate competing elements from 
the meeting room, but how you act 
is just as important. Watch your- 
self: are you fiddling with a pencil 
or key chain or fidgeting restlessly? 
Don't! Be alert and look it. Talk 
to the audience, look at them 
sound silly? watch how many 
speakers don’t follow this one ob- 
vious rule but gaze absent-mindedly 
out the window as if even they 
aren't what 


interested in they're 


suving. Concentrate on your audi- 
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The following references will be 
helpful for further information. 
Although some of those listed are 
limited to specific fields such as 
sales training, the information gen- 
erally is applicable to any type of 
communication. 

Business and Professional Speech. 

Crocker. New York: 
Ronald Press. 1951. 

Handbook of Sales Training. Na- 
tional Society of Sales Training 
Executives. New York. Prentice- 
Hall. 1949. 

How to Run a Sales Meeting. E J. 

York: McGraw- 


Lionel 


Hegarty. New 
Hill. 1944. 
Improve Your Training Technique. 
Anonymous. New York: Prentice- 

Hall. 1946. 

Speaking in Public. A. B. William- 
son, C. A. Fritz, and H. R. Ross. 
New York: Prentice-Hall 1950. 

Tested Training Techniques. E. B. 
Haas and C. H. Ewing. New 
York: Prentice-Hall. 1950. 

Training Employees and Managers. 
E. G. Planty, W. S. McCord, and 
C. <A. Efferson. New York: 
Ronald Press. 1948. 


ence; they aren't concerned with 
what they can do for you but in 
what you can do for them. Do your 
best to give them something in 
presenting the material just as you 
did when you planned it, and your 
success will be assured. 

Everything is fine so far. You've 
planned your presentation and it’s 
gone off without a hitch. Now some- 
body pops up with a question or 
you launch a discussion with the 
group. What to do? Do you know 
your subject? Then relax, be na- 
tural, and answer the question to 
the best of your ability. 

Don’t be afraid to make a mis- 
take. You’re not a machine and the 
group will respect you if you admit 
a mistake once it’s made. (Of course 
you'll try not to make them in the 
first place.) If someone points out 
a mistake you made thank him 
for it instead of fighting with him. 

If you don’t know the answer to 
a question put to you, admit it. You 
won't fool anyone by evasion but 
only destroy their confidence in you. 
If you don’t know the answer, call 
for volunteers to supply it. If no 
one knows the answer, promise to 
find out and answer it at a later 


date then keep your promise. 


e Conducting a meeting more ef- 
fectively Discussion sessions 
should not be a free-for-all, come- 
what-may interchange of ideas and 


viewpoints. In a training situation 
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by and large, everything should be 
planned in advance, either by you 
or by an organization specializing 
in such things. A discussion session 
without proper planning is likely to 
be worthless. If you’re going to hold 
a discussion session, plan what you 
want to get across in the discussion 
and set up questions that will bring 
it out. Once the plan is laid, your 
main job as a leader is to control 
the discussion. You must have a 
clear-cut objective and then keep 
the discussion within the bounds of 
the objective. Formulate the an- 
swers ahead of time and use ques- 
tions that will get the group to state 
these answers for themselves. 
Plan your questions in advance so 
you can word them carefully. They 
must be clear and definite. A vague 
question begets a vague answer. 
Don't limit the questions to ones 
that can be answered “yes” or “no.” 
Ask questions like, “How would 
you do this? What do you think 
about it?” Use words like “why, 
how, where, when, 
vary these with 
plain, 
demonstrate.” 


what, who”; 
“sive, show, ex- 
describe, compare, 
State the question 
first, then pick someone to answer 
it; this way everyone is on their 
toes. Vary this procedure, particu- 
larly with complex or difficult ques- 
tions, by naming the person first and 
then asking the question. Summa- 
rize the answer to each question 


discuss, 


after the group has given its an- 
swers. 

Your job in a discussion session 
is to let the group do the talking 
while you merely control the dis- 
cussion within the bounds of the 
plan you've laid out before hand. 
When you want an audience to par- 
ticipate, the first rule to remember 
is don’t talk too much yourself! 
Obvious? Sure, but how often have 
you sat listening to a speaker who 
called for a discussion and then 
wouldn't let you get a 
edgewise 


word in 
except for a few choice 
your breath! Let the 
group know you want them to talk 
by not talking yourself. 


ones unde 


Have specific questions ready in 
advance and direct them to specific 
people to get the discussion going 
Start out with easy questions and 
direct them to somebody you know 
will answer readily. When the ses- 
sion is rolling, call on the members 
who tend to sit back and not talk 
Usually even the 


wants to Sa\ 


quietest person 
something and will 
be offended if he doesn't get the 
chance although he'll just. sit 
there and sulk if you let him, and 
he'll go away bored and disgusted 
with che stupidity of people who 
wouldn't listen to ham 

Vi iakse to clear that) you) expect 
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everyone to participate, that every- 
one will benefit from the ideas of 
the others, and all will thus benefit 
from the total know-how of the 
group which is: greater than that of 
any one individual — yourself in- 
cluded. If you let a few members 
monopolize the discussion, even 
these members will be dissatisfied 
because they'll feel they knew more 
than anyone else and were wasting 
their time. If you run across some- 
one who's a know-it-all and thinks 
he’s wasting his time, point out that 
his experience can help the others 
and let him learn by teaching. 

To get participation from all 
members of a group, you must limit 
the group to as small a size as pos- 
sible. If you must have a large 
group, one of the best ways to hold 
the attention of the entire group is 
to use a panel of experts. If pos- 
sible, from the 
audience who are well known and 
quiz them. Be careful not to em- 
barrass members of the panel by 
criticizing them for not knowing 
answers. If the panel can’t answer 
a question, call for volunteers from 
the audience. 

Don’t let discussions degenerate 
into free-for-all attempts by each 
man to prove his own superiority, 
but get each man to contribute to 
help the others. Let only one man 
have the floor at a time. If someone 
gets off the track, don’t squelch him 
but say something like, “That’s true 
under the circumstances you de- 
scribe, but at the moment what I 
want to bring out is . * and switch 
to someone else to bring the point 
out. In other words, use the “Yes, 
but” technique of selling. When a 
man gets off the beam, restate the 
original question when you switch 
to someone else. 


choose members 


When someone asks you a ques- 
tion in a discussion session, direct 
it back to the group it’s their 
meeting. You're just there to help 
them along; not to tell, but to help 
them learn. Answer questions your- 
self only when no one else can, 
otherwise limit yourself to sum- 
marizing the group’s answers. 

When criticism is necessary, be 
tactful. A good rule is: two pats 
on the back for every kick in the 
pants. Direct criticism as much as 
possible to the group as a whole 
rather than at an individual. If the 
criticism is personal, wait and tell 
the man privately after the meeting. 

Don’t forget to summarize the 
discussion session just as you did 
the main body of the presentation. 
Leave the group with a clear pic- 
ture, again one that was prepared 
in advance whenever possible, and 
with a feeling of having accom- 
plished something 
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> Plan your message and know 
your subject thoroughly. Practice 
your presentation and be friendly 
but firm when you present it. Be 
interested to be interesting. Direct 
discussions for the benefit of the 
group as a whole and you'll have 
successful meetings. 

The points that have been cov- 
ered here are an outline of things 
that will help you hold successful 
meetings. They are by no means ex- 
haustive. Use them to remind your- 
self of things you already know, 
or as starting points to learn things 
you don’t know. Follow even these 
rudimentary principles and you'll 
be a better leader, and an asset to 
any organization. 

There are a lot of tricks to the 
trade that don’t depend on the 
speaker or on the subject matter. 
If you don’t know about them 
find out. Bobby-soxers don’t swoon 
by accident. 44 


Selling With 3-D 
Told in New Booklet 


Stereo photography is a_ solid 
selling tool, according to a new 
booklet just released by Sawyer’s 
Inc., Portland, Ore., manufacturer 
of the View-Master stereo camera 
and viewers. Entitled “Stereo as a 
Sales Tool,” the booklet explains 
some of the ways in which 3-D 
photography is being used in mer- 
chandising. In separate sections it 
covers the following topics: 


e What is Stereo Selling? 


e How to use View-Master Stereo 
to sell 


® Does Stereo really sell? 
© What does it cost? 


Copies of the booklet are avail- 
able. 


Quick Transparencies 
Produced by Xerography 


Now transparencies for slides and 
overhead projectors can be made by 
xerography, according to an an- 
nouncement from the Haloid Co., 
Rochester, N.Y. The xerographic 
process takes about three minutes 
and reduces material cost by more 
than half, says John B. Hartnett, 
vice-president in charge of sales and 
advertising, Conventional methods 
usually require up to an hour or 
more of production time. 

Steps in the xerographic produc- 
tion of transparencies closely par- 
allel those in standard xerographic 
copying work. These are two prin- 


cipal differences, however. One is 
that the copy is made on a sheet of 
film or acetate instead of on paper 
or an offset paper master. The other 
is that the fusing of the powder 
image to the acetate is done by va- 
por rather than heat. 

Xerography is a rapid dry elec- 
trostatic copying process requiring 
neither darkroom, liquid chemicals 
nor water. In the preparation of 
transparencies by this method, the 
need of an intermediate negative is 
also eliminated. 

Visual education and communica- 
tions groups will find many uses for 
this shortcut method, the company 
believes. Complete details are avail- 
able. 


New Device Produces 
Filmless Animation 


Animation without a motion pic- 
ture film can be achieved by a 
new system patented by the Cello- 
matic Corp., New York and Chi- 
cago, according to a recent an- 
nouncement by Milton Rogin, com- 
pany president. Using 5x7” still 
transparencies and two light 
sources, the projector can furnish 
a picture from 11x14” to 12x36’. An 
operator uses a series of switches 
and dials to provide the animation 
in synchronization with the speak- 
er. Among the effects obtainable 
with the machine are moving dotted 
lines, moving arrows, expanding 
graphs and animated figures. 

The equipment is rented and 
must be operated by a specially 
trained technician. 44 


Visual Aid Pack Keeps 
Viewer and Slides Handy 


Packaged for ready use is a new 
visual aid kit from Optics Mfg. 
Corp., Philadelphia consisting of 
a 35mm viewer, a slide file carry 
case, two spare batteries and a spare 
bulb. An illustrated folder describes 
features of the kit. The viewer, 
called the Opta-Vue, has a dual- 
lens system which gives 9x magni- 
fication. No setup or accessories are 
needed, since the viewer supplies 
its own electrical illumination. 

The Opta-Vue comes packed in a 
slide file carry case with compart- 
ments for the indexed storage of 
100 slides. If desired, the user's 
name may be stamped in gold on 
the case. Suggested uses for this 
“industrial package” are in selling, 
laboratory work and visual train- 
ing programs. 





New Kodak Projector . ‘‘Magnetic- 
Optical’ unit permits addition of narration 
and music to 16mm films without special 
equipment and studio facilities. 


Kodak Adds Sound to Pix 
Without Extra Equipment 


A 16mm movie projector that han- 
dles a magnetic as well as an optical 
sound track has been added to the 
line of projectors manufactured by 
Eastman Kodak Co., Rochester, N. Y. 

With the full title of Kodascope 
Pageant Sound Projector, Magnetic- 
Optical, the new equipment incorpo- 
rates several interesting features. It 
has independent volume controls to 
permit simultaneous magnetic re- 
cording of commentary and back- 
ground music or sound effects, the 
latter coming directly from a record 
player or tape recorder. In addition, 
the music can be recorded first, with 
the commentary added on a second 
run-through. The projector can au- 
tomatically reduce the music to back- 
ground level wherever it would in- 
terfere with the commentary. A 
third feature is a lock with a remov- 
able key to prevent accidental eras- 
ure of the magnetic sound track. 

Introduced at the NAVA conven- 
tion, the unit is priced at $795. 44 


New Film Boosts 
Music Industry 


A new example of low pressure 
selling in business films is evi- 
denced by “Music for Everyone”, 
a 20-minute color film produced by 
Video Films, Detroit, for AMI Inc., 
Grand Rapids, one of the four ma- 
jor manufacturers of automatic 
record players. The sponsor is never 
mentioned by the film’s narrator, 
with the only credit being a state- 
ment that the film is “presented on 
behalf of the automatic music in- 
dustry by AMI Inc.” 

Showing the importance of music 
in our lives, the film credits the 
juke box as a major source for 
millions of people. In addition to 
showing AMI instruments in such 
settings as restaurants, social clubs 


and churches, it pays its respects 


to competitors of AMI such as 
Wurlitzer, Seeburg and Rockola. 
An interesting sequence uses two 
members of the Detroit Symphony 
Orchestra to draw a parallel be- 
tween the ranges of the flute and 
the tuba and those of the “tweeter” 
and “woofer” loudspeakers in the 
modern high-fidelity record player. 
Sound tracks have been prepared 
in Spanish, French, German and 
Italian, as well as English, to cover 
the worldwide market for automatic 
music. Information regarding show- 
ings of the film can be obtained 
from Video Films, 1004 E. Jefferson 
Ave., Detroit 7. 44 


Co. Spins Industrial “Yarn” 
On Special Recording 


A “welcome on wax” from E. W. 
Twitchell Inc., Philadelphia, was 
mailed to prospective buyers of the 
company’s industrial yarns recently. 
A specially pressed recording, made 
by Garwood Bacon, a company 
vice-president, featured a popular 
song on one side and a _ product 
message on the other. The message 
was designed to show the applica- 
tions of industrial yarns to the wire 
and cable and rug and carpet trades. 

Issued as a signed and numbered 
“limited edition” record, the 7” ad- 
vertising disc comes in a folder that 


bears nostalgic program notes hark- 
ing back to 1936, singled out as a 
significant year in the company’s 
development. Other milestone years 
in its history will be selected for 
subsequent records in what is ex- 
pected to be a periodic series. 

Vocalist and narrator of both 
sides is Mr. Bacon, head of the in- 
dustrial yarns division, who doubles 
aS a composer and interpreter of 
popular music. As a Christmas re- 
membrance last year, he sent out 
copies of a commercially produced 
recording made under his “show 
business” name of Billy Woods, A 
company memo sent out with the 
present record reveals the real 
identity of Billy Woods as an “after 
five” troubadour. 

Slanting to specific customer fields 
is accomplished by variations in 
both spoken and printed copy. One 
talk, “Rug Yarn and You,” leads off 
with the fact that over nine billion 
feet of the company’s twisted paper 
yarn was used as rug and carpet 
backing in 1955. The alternate 
spoken commercial deals with the 
twisted paper filler used last year 
for varnished cambric, non-metallic, 
maritime shipboard and poser cable. 
Hero of the commentary is a Dela- 
ware Valley cowboy identified as 
Tex Tilene, representing a ia 
trademark. 





NEW SYNCH ROLN'30 


POWERS AWARD WINNING 


MOTION DISPLAY 


Kellogg, a big name in POP, uses the Synchron ‘‘30"', big power in POP, for more action 


on short duration jobs. 


Powered by the new, mighty little Synchron 30 in. oz. Display Motor, Kellogg's 


the Tiger'’ 


by Snyder and Black, New York. 


“Tony 


was judged best among the light or motion displays in the Sixth Annual Awards 
Competition sponsored by the Lithographers National Association 


. The display was created 


Find out how Synchron can give your displays more motion power. Write for free literature 


today. 


SYNCHRONOUS MOTORS, TIMING 
CLOCK MOVEMENTS, 
MAGNATORC D.C. MOTORS 


MACHINES, 


Factory Representatives: The 
Fromm Co., 5254 W. Madison 
St., Chicago, Ill. R. H. Winslow 
Assoc., 123 E. 37th St., New 
York, N. Y. Electric Motor En- 
gineering, Inc., 8255 Beverly 
Bivd., Los Angeles 48, Cal. and 
3907 Lyon Ave., Oakland, Cal. 


Princeton 11, Indiana 


& 


- for more details circle 796, page 105 
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ah ee oe 
NATIONAL ADVERTISERS 
HAVE MADE 


LACK BOX COLLOTYPE 


THE BIG NAME IN SCREENLESS PRINTING 





Some people call it Photogelatine. . . 





others refer to it more correctly as Collotype. 
But, by whichever name you know it, 
‘Collotype. Black Box Collotype gives you the most economical method for 
Screenless short run printing. Wherever large pictorial areas are used 
and the run is short, you will find the right answer with 


Collotype .. . the perfect answer for jobs up to 40” x 60” size. 


Each day more and more advertisers are choosing Black Box Collotype, 
and small wonder, because Black Box produces quality printing 
worthy of the largest, most critical advertiser 
at a price within the framework of the smallest budget! 


So, if you’re not familiar with the Black Box Collotype process, 
write us today. Or, if you’re in Chicago, stop by and see America’s newest, 
most modern printing plant . . . the plant that Collotype built. 


Either way, we’ll be glad to give you the details of this 
lineless, screenless printing method that gives such perfect 


reproductions ... . and saves you money besides. 


WHEN YOU SHOULD 
BUY COLLOTYPE PRINTING 
1, Whenever you have Ektachromes, black and white 


photographs, drawings, paintings or any other artwork to 
reproduce in continuous tones without the presence of any screen. 


Black Box Collotype Studios, Inc. 
4840 West Belmont Ave., Chicago 41, Illinois 


*Please send me more information on your Collotype process and 


2. When you have short runs of 100 to 5000 (especially 
in full color) and in sizes up to 40° x 60. 


3. When you have large pictorial subjects 
or numerous smaller pictures. 


4, When you require Translites 
(for backlighted displays) 





include work samples of national advertisers. 
[] Advertiser [} Ad Agency 


Display Mfr. Printer 
Firm 

Address 

City Zone 


Signed by 





WHAT CAN BE DONE 


WITH SCREEN PRC 


AR presents a guide to the variety 


of materials which can be used by this 


increasingly important process. 


While silk screen printing is 
probably one of the oldest forms of 
multiple reproduction, it is only in 
the years since 1948 that it has come 
forward to take its place among 
the significant printing crafts. Under 
the direction of the Screen Process 
Printing Assn. International, techni- 
cal advancements have been rapid. 
The use of photography, increased 
mechanization, faster drying have 
all helped to widen the applications 
and reduce the cost of screen proc- 
ess reproduction. 

As the screen process method has 
advanced, new materials have been 
developed for application. Here, in 
summary form, is a round-up of 
the materials now available, with 
some of their limitations and uses. 


> In the first category, we find the 


standard screen process’ colors, 


This article is based on informa- 
tion supplied to AR by Screen- 
Flock Industries Inc., 5545 N. Clark 
St., Chicago 40. It is abstracted 
from their booklet “Facilities 
Guide”, which can be obtained by 
a request to Screen-Flock on your 
company letterhead. 


which can be divided into four large 
groups: 


e Enamel . . . With these, one can 
achieve gloss, semi-gloss or flat fin- 
ishes. Its colors are somewhat trans- 
parent, and generally do not have 
the hiding power found in poster 
colors. They are useful for outdoor 
promotions, since they possess ex- 
cellent weather resistance. They 
perform well as an over-all back- 
ground for metal parts and displays. 
With care, enamels can be put on 
to retain flexibility, so that they will 
stay on through bending, scoring or 
die-cutting operations. 


e Poster Flat ... These colors have 
great hiding power, and are easily 
applied to paper and cardboard. 
Their qualities of quick drying, 
good adhesion and little build-up 
make this type of ink economical 
and extremely popular with most 
users. It can be produced with 
either a flat or an eggshell finish. 
It is easy to mix so as to match any 
color desired. 


e Lacquer ... This comes in glass, 
semi-gloss or eggshell finishes, and 
dries very hard. It is a good medium 
for outdoor promotions. It can be 
sprayed to give an over-all back- 


ground color, and then overprinted. 
It dries quickly and is well suited 
for printing decalcomanias and met- 
al signs. 


e Metallic . . . These come in the 
basic colors of silver and gold, but 
both of these are available in a wide 
range of shades. Their main use is 
as a border trim and for decorative 
purposes, and they are used exten- 
sively in this way. It is possible to 
overprint and to varnish the metal- 
lic inks. Metallic inks when ap- 
plied by silk screen process have 
more brilliance than with standard 
printing methods, since it is pos- 
sible to use coarser particles and 
to put more ink to achieve this ef- 
fect. Metallic effects can also be 
obtained in poster and lacquer inks 
as well. 


> These are standard inks that are 
available. Less familiar, perhaps, 
are those that come under the head- 
ing of special screen process colors. 


e Daylight Fluorescent . .. The 
visibility of these inks is four times 
that of ordinary colors, while they 
retain their color identity. These 
dry to a flat film and transmit a 
high degree of reflected and acti- 
vated color image. Seven colors are 
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Right At Your Finger Tips 
_A Plastic Binding Kit 
For Scrapbooks and Albums 


| Exciting new do-it-yourself binding kit, 

simple enough for a child to operate 
Just insert the pages and punch, then 
pick a colorful binding tube from the, 

_ spin dial base, snap into place and in| 
seconds you have a real professional. ' 
looking colorful volume. a 

is ai 
r free f k to department AR-I( 

TAUBER PLASTICS INC. 
200 Hudson St., NW. Y. 13, N. Y. Call WOrth 4-5621 


. for more details circle 858, page 105 


Can Gat Rout | 


Promotion ideas packaged in familiar = 
| drab looseleaf covers imply horse-car era sell- 
ing. American-Standard’s '56 TV planbook gets] 





| positive results with its contemporary es 


j Sarting color — pale blue with vivid helio- 
trope — screenprinted on buckram, made it a 
| stopper. | 
| For a headstart with good design resources 
call or write to see Sloves’ custom _ 

i; Dept. AR-10. 


iS LOVES! 


| MECHANICAL BINDING CO. INC 


| 601 W. 26th ST., NEW YORK 1, a s25s2! | 


lentes neat Ay Pegs Met ta eco 
. for more details circle 850, page 105 
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now available, with a 60-day guar- 
anteed outdoor life. This group of 
inks is excellent for indoor and out- 
door power-packed advertising. 


e Blacklight Fluorescent . . 
ink provides a glowing message 
when illuminated by blacklight, 
which activates it. Under ordinary 
daylight or incandescent light, the 
colors seem to be normal, but when 
exposed to blacklight, the ink will 
glow. It is used on dials of instru- 
ments, on maps and charts, to re- 
duce eye fatigue and glare. Trick 
effects can be devised for spectacu- 
lar color changes in illuminated 
signs. 


. This 


e Afterglow Phosphorescent 

After being exposed to natural or 
artificial light for a few seconds, 
this ink will glow. It comes in two 
types, characterized by the length 
of the afterglow. The long duration 
variety lasts four to eight hours, and 
is used as a safety paint for mark- 
ing fire extinguishers, stairways, 
house numbers and exit signs. The 
short afterglow ink will last one to 
two hours, and is used primarily on 
wall plaques, pictures and novel- 
ties such as rings, toys, mobiles, and 
so forth. Because of its rough tex- 
ture, this ink is applied almost ex- 
clusively by silk screening. For 
greater durability, it should be 
given a clear coating after applica- 
tion. 


® Opaquing Color A special 
ink, carrying metallic particles, 
whose main purpose is to bar light 
penetration. It can be applied to 
the rear of a translucent panel to 
produce a pattern that becomes 
visible only when the panel is il- 
luminated from behind. 


e Plastic inks . . . Getting ink to 
adhere properly to plastics is one 
of the most difficult and tricky 
aspects of silk screen processing. 
The proper ink and application 
technique depends upon the type 
of plastic being used. Among the 
factors that must be taken into ac- 
count are surface tension, dimen- 
sional stability, shock transmission, 
and sometimes molding require- 
ments. For either rigid or flexible 
acetate, there is a special acetate 
paint with good color range, flexi- 
bility and with good hiding power. 
Good adhesion and flexibility can 
be obtained when working with 
vinyls from a special vinyl paint, 
which has an adequate color range. 
Mylar, acrylics, styrene, and others 
demand their own specialized inks 
and applying techniques. 


e Electro-conductive ... This is a 


special ink that contains conductive 
silver, used to make television an- 
tennas, heating elements, and print- 
ed circuits. Sometimes the desired 
pattern is silk screened directly. 
In other applications, an even coat- 
ing of the conductive layer is ap- 
plied first, and then overprinted 
with a paint that resists acid. After 
this, acid is used to dissolve the un- 
covered metal. The acid resist paint 
adheres well to copper, silver, and 
other metals used, does not come 
off in etching, yet can be washed 
off easily at the end of the process. 


e Textile colors ... Applying color 
to textiles is a familiar application 
of the silk screen process, but care 
must be used to suit the process 
to the fabric. Normal textile colors 
are used on fabrics which have no 
loose surface fibers. They are easi- 
ly applied and have good hiding 
power. Through use of infra-red 
curing after silk screen application, 
you can achieve high resistance to 
laundering and keep the flexibility 
of the cloth. Loose surface fibered 
material, such as felt or flannel, can 
be colored with the silk screen 
process, but they demand a stencil 
paste of heavy consistency. This 
enables the same color brightness 
to be obtained as with less absorb- 
ent surfaces. 


e Blackboard . . . This is a special 
ink, slate grey, which dries to a 
finish that will take chalk writing. 
The message can be erased with a 
soft cloth, making this a convenient 
way of making price boards, an- 
nouncement panels, or other de- 
signs which require local finishing 
and changing. 


> One of the virtues of silk screen 
processing is that it can handle an 
ink which carries particles consid- 
erably larger than normal printing 
ink. This enables various kinds of 
materials to be applied by this 
method. 


e Codit ... Silver grey in appear- 
ance, Codit is a reflective ink exclu- 
sively applied by silk screen proc- 
ess. When deposited on white stock, 
it has good angular light reflection. 
It is particularly adapted to warning 
signs, road signs, bumper blazers 
and specialty items. 


e Glass beads These can be 
laid down in a fine or a coarse de- 
posit, depending upon the size and 
shape of the units to be beaded. 
Color can be attained by tinting 
the adhesive and the life span of 
the product can be extended by ap- 
plying a clear coating. Glass beads 
form an inexpensive medium suit- 





able for display signs, posters and 
bumber strips. 


e Scotchlite . . . A pressure-sensi- 
tive reflective sheeting with an ex- 
tremely bright reflective power 
when exposed to a_ concentrated 
light source. Scotchlite can be cut, 
die-cut and printed very readily 
by screen process. By using weather- 
proof enamels, there is no need to 
apply a protective coating for out- 
door use, which is a necessary step 
when printing on Scotchlite by 
other printing methods. 


>» An interesting effect that can be 
achieved with the silk screen proc- 
ess is flocking, or the application of 
short fibers, to give a cloth-like ap- 
pearance. There are three basic 
types of such materials. 


e Rayon ... This comes in many 
standard shades, and in three fiber 
lengths — 1/16, 1/32, and 1/64” — 
to produce a heavy, medium or 
light finish. It can be applied on 
many materials, including textiles, 
paper, metal, rubber, plastics and 
wood. It can be purely decorative, 
but also has functional applications. 
For example, it adheres to long 
staple textiles, and can thus serve 
in flannel board presentations. It 
is sound absorbent and can be used 
to make a light-tight closure. 


® Cotton . . . This is stocked in 
standard shades, and its fibers are 
cut extremely short to produce a 
suede effect. Not as durable as ray- 
on, it is limited to coating papers 
and textiles. 


e Acetate . . . With fiber lengths 


usually exceeding 1”, it gives a 
heavy, but rather coarse, pile effect. 


> Some _ highly-decorative finishes 
are possible with silk screening. 
While the range is almost unlimit- 
ed, these are the more common 
effects: 


e Tinsel . . . Often called flitter, 
this is a decorative application of 
colored flakes of glass, aluminum 
or plastic. Tinsel is well suited for 
greeting cards, holiday displays or 
specialty promotions. While adhe- 
sion is not durable, its appearance 
is fancy. It is available in a wide 
variety of color and degree of 
coarseness. 


e Diamond dust .. . Actually 
ground glass, it is sometimes used 
in conjunction with flock to high- 
light an effect or to add luster to a 
specialty finish. It comes in many 
grades of coarseness. 


...- ANYONE can do 
NA PROFESSIONAL QUALITY 
PLASTIC BINDING! 


with these HAND-OPERATED 


PLASTICO ( 


PUNCHING & BINDING UNITS 


Model 24 
Punching Unit 


Precision-punches pages fast and easy Binding Unit 
with powerful SHEARING ACTION! 


Just insert cover and pages 
pull lever . . it’s PLASTICO-BOUND! 


> = 


Imagine 


being able to produce genuine PLASTICO-bound booklets, 
catalogs, etc. — right in your own office! Single copies. . . 
dozens... hundreds — these two handy machines will give 
your literature extra prestige and selling power by adding ARCH DESIGN 
colorful PLASTICO Bindings. Rugged, compact, and easy to - aa erie. 
use, PLASTICO hand-operated units are “at home” in every 

office or business — pay for themselves in savings of time and 

binding costs. 


Exclusive 


FRE Colorful 8-page booklet tells you how to get more out of your printed literature. 
Fill out and mail this coupon TODAY! 


ety PLASTIC BINDING CORPORATION 
wer 


Originators of Plastic Binding in America 
732 Sherman St., Chicago 5, Ill. © 15 West 24th St., New York 10, N. Y 


PLASTIC BINDING CORPORATION 
Dept. AR, 732 Sherman St., Chicago 5, Illinois 


Please rush FREE BOOKLET giving me full information about 

the new PLASTICO Hand-Operated Punching and Binding 

Units for office use. 
ee 


Firm 


FR Address 
BOOKLET | City Zone —_ State 


ee our display at the National 
Business Show New York Coliseum 


. for more details circle 829, page 105 


SOMETHING NEW...SOMETHING OLD 


Signature Foil in COLORS! 


‘A GIMMICK THAT CAPITALIZES ON THE OLD 
HUMAN URGE TO PERSONALIZE EVERYTHING” 


ps PSTN JSC a 


AT A FRACTION OF 24K GOLD COSTS 


WYNN IMPRINT INC., 7m and Green Sts., Philadelphia 23. Pa 


. for more details circle 870, page 105 
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@ When you want the job done right 
...Wwith eye-catching silk screen 
colors that do a real selling job for 
your product, specify NAZ-DAR 
5500 Fast-Dry Inks! For all types of 
paper and cardboard displays... 
5500 colors are used straight from 
the can... Dry in minutes. 


FREE COLOR CARD: Write for two 5500 
color cards showing all 26 colors. Keep one 
at your desk and give the other to your silk 
screen printer. You'll have a perfect color 
reference for all your silk screen display jobs. 


we, the 
. NAZ-DAR 
company 


461 Milwaukee Avenue 
Chicago 10, Illinois 


- «. for more details circle 824, page 105 
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e Mica .. . This is frequently used 
to highlight holiday displays and 
is effective on greeting cards and 
novelty displays. It comes in fine, 
medium and coarse grinds. While 
somewhat lower in cost than dia- 
mond dust, it also is somewhat 
lower in luster. 


@ Mother of Pearl . . . With the 
luster and iridescence associated 
with mother of pearl, this can be 
obtained in various degrees of 
coarseness. 


> A more recent development in 
silk screen printing is the ability to 
handle halftones and four color 
process work. To do this, inks which 
retain sharp halftone dot values are 
needed. For halftone poster and 
display work, screens of 60-line are 
preferred, although as fine as an 
80-line screen is occasionally used. 
For printing carefully detailed or 
blended 130-line screens, this meth- 
od cannot compete with lithography 
or letterpress. However, screen 
process has its defined scope of ap- 
plication, and warrants considera- 
tion in large poster or display work. 
Interestingly enough, successful silk 
screening has been done using a 
130-line screen halftone, but this 
must still be considered in the rei:lm 
of laboratory or prestige work, and 
is not yet truly economic. It can- 
not be legitimately included in the 
operating scope of screen process. 
However, a study of current re- 
search indicates that it may not be 
too long before future technical ad- 
vances will make the silk screen 
process even more versatile than 
at present. 44 


Wisconsin Graphics Group 
Plans Three-Day Program 


To celebrate its 70th anniversary, 
the Graphic Arts Assn. of Wiscon- 
sin is sponsoring a “March of Prog- 
ress” exposition and _ conference 
Dec. 13-15 in Milwaukee Auditori- 
um. The three-day program will 
feature an equipment and materials 
exhibit, a management conference 
and dinner, and letterpress and li- 
thography clinics. 

Latest developments in graphic 
arts equipment and materials will 
be shown in several classifications, 
among them: 


e Art work, stripping and supplies 
e Composition, layout and supplies 
e Offset plates, camera and supplies 
e Letterpress plates and supplies 

e Paper and ink 


The exhibit will be open, by invi- 
tation, to conferees, GAA members, 


customers and other guests. Special 
tours will be arranged for printing 
students and instructors. 

A management conference on 
“Modern Production Techniques 
and Methods” is scheduled for Fri- 
day afternoon. The program in- 
cludes discussion of color separa- 
tion, production control, training 
and production ratios. All-day let- 
terpress and offset clinics will be 
held on Saturday for shop and pro- 
duction men. 

General chairman of the exposi- 
tion is Richard H, Leberman, Fakler 
Printing Co., Milwaukee. 44 


Western Bank Issues 
Memento of Its Past 


A memento of the Old West is a 32- 
page booklet published by the Wells 
Fargo Bank, San Francisco. It tells 
the story of the bank, the oldest in 
the West, from the Gold Rush days 
of its beginning through the San 
Francisco fire and earthquake. 

The booklet was lithographed by 
Recorder-Sunset, from copies of old 
photographs and documents in the 
bank’s History Room. Most of the 
photographs were reproduced in duo- 
tone using a light screen of brown, 
to capture their soft, daguerrotype 
quality. Most of the documents carry 
the second color in a 20% flat tint. 

The booklet is distributed to visi- 
tors to the History Room, located in 
the bank’s main office in San Fran- 
cisco. 44 


Perforated Insert Gets 
Promotion Under Way 


Airequipt Mfg. Co., New Rochelle, 
N.Y., “scored” an advertising and 
promotion hit with its perforated, 
two-color card stock insert appear- 
ing in the September Photo Deal- 
er and the October Photo Trade 
News. Along with a standard per- 
forated business reply card, the ad 
features a large scored and perfo- 
rated illustration of a slide holder 
made by the company. “When you 
push Airequipt, look what moves,” 
the headline reads, inviting the 
reader to remove the life-size sam- 
ple and use it for a display card. 

Automatic slide changing equip- 
ment is a specialty of the company. 
The novel insert provided a quick 
and efficient way to get display ma- 
terial into the hands of dealers for 
its fall promotion. Prepared by the 
Wexton Advertising Agency, New 
York, the layout features a billiard 
table scene to point out the inter- 
related sales action of company 
products — each shown in a bil- 
liard ball inset. 44 
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The great variety of ATF Gothic type faces is yours to command — for expressive 
typographic styling which wins your customers’ approval. ATF places at your fingertips 
the finest families of type faces, to give you the right size and style for every printing 
purpose. Your local Authorized ATF Type Dealer provides the type you need — when you 
want it. Ask him for your copy of ATF’s Handy Type Index and speci 

men brochures of the Gothics or write directly to the Type Division, 
American Type Founders, 200 Elmora Avenue, Elizabeth, New Jersey. fa T '— 
ATF TYPE NEWS IS GOOD NEWS FOR EVERYBODY “Gu ce y 
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DESIGNED BY WILL BURTIN 





for more 
effective 
impressive 
reports, 
presentations, 


CLAREPORT® 


COVERS 


Clareport* has a 
durable, transparent plastic front 
cover and a back of Strathmore 
Beau Brilliant cover stock in 8 
smart colors. Holds standard 11”’ 

: x 81," sheets (special sizes to 
Nyy order). 

*Uy. S. Pat. Send for FREE sample and prices, now! 
2480917 We specialize in custom-made easel 
binders and presentation binders. Your problem 
solved quickly and inexpensively 
WRITE, WIRE OR PHONE—DEPT. 0-10 


BELFORD Company, Inc. 


317 W. 47th Street 


a 


our specialty 


e MAGAZINES 
e CATALOGS 
e BOOKLETS 
e FOLDERS 


£** Mail sample for Quotation or 
Phone us to Call 


-. Ph. CHesapeake 
Sersen’s 3-2050 


Imprinting, Inc. 


17 N. Loomis, Chicago 7 
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% th WATERLESS 
Permanent type, tough “Plasticals’’ applied in 
seconds without water. Saves labor; no curling 
in storage. MADE TO YOUR SPECIFICA- 
TIONS....ettering, numbers, your trademark. 
Send now for FREE SAMPLES and estimate. 


SCREEN PROCESS PRINTING CO. 
P.0.BO0X 948 WICHITA 1, KANSAS 
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RECORD HOUSES OF 1956 


57 photographs, plans and drawing: of 
mont important source of stimudating sdeas 


29 outstanding ‘ontemporary hows The war's 
for your home, from teday’s leading architect 


ARCHITECTURAL RECORD 


In Two Versions . . 


RECORD HOUSES OF 1956 


ARCHITECTURAL RECORD 


MID-MAY 1956 


- A few changes in the black plate turned a special issue of 
“Architectural Record” (right) into a bookstore item (left) 


. Heavier cover stock was 


used to give it body, and the store edition was given a protective cellophane wrap. 


Magazine into book. . 


Simple Changes Bring 
Added Circulation 


Distribution of a special issue to 
bookstores as well as paid subscrib- 
ers is an interesting innovation in 
the architectural — and business- 
paper — field. Architectural Record 
came up with this wrinkle for its 
special mid-May issue featuring 
“Record Houses of 1956.” 

This 13th issue, first special for 
the magazine since its founding in 
1891, first went in the mail to 35,000 
regular architect and engineer sub- 
scribers. Through advance direct 
mail promotion orders were already 
on hand for 7,000 of 10,000 addi- 
tional copies of the magazine to 
bookstores throughout the country. 


> The bookstore edition, priced at 
$2.95 a copy, is an overrun by Ar- 
chitectural Record’s regular printer, 
Rumford Press, Concord, N. H., with 
minor changes from the subscriber 
issue it printed. 

For subscribers, the issue had an 
80 lb. cover weight stock, with a 
one-line logo featuring Architec- 
tural Record and a subtitle in the 
lower lefthand corner mentioning 
“Record Houses of 1956.” 

For bookstore consumption the 
subtitle became the book title, with 
magazine identification relegated to 
the lower left corner. Cover weight 
was changed to 100 lb. coated for 
better appearance, longer book life. 


A page was inserted before the 
main editorial section to introduce 
the subject more forcefully. A card- 
board stiffener was also inserted in 
front of the inside back cover. 


> Rumford, which 
bound both editions, shipped the 
bookstore version to Paragon 
Mailing Service, Brooklyn, which 
wrapped and sealed the book in 
cellophane and shipped ordered 
copies to the bookstores. 

Both issues included 169 pages of 
advertising, placed by 156 manufac- 
turers of residential building prod- 
ucts. Regular issues of the maga- 
zine, with residential and non-resi- 
dential advertising, contain more 
advertising, but the special was the 
first devoted entirely to houses. 

Building products were adver- 
tised in the front and back of the 
book. But the book-buying public 
is just the initial phase of the added 
mileage the magazine will receive 
from the special issue. 

Enlargements of art featuring 10 
of the 29 Record houses were ex- 
hibited at the Virginia Museum of 
Fine Arts, and will be followed by 
a mobile caravan tour of Virginia 
under the auspices of the museum. 
And the National Federation of Arts 
will sponsor the same showing in a 
tour of the country’s museums. 4¢4 


printed and 


- for more details circle 856, page 105 2 








You catch attention with Sunbonded Day-GLo colors! They glow 
from within to give up to four times the brightness of the bright- 
est of ordinary colors. This brightness lasts, too—up to six months 


on painted bulletins, up to four months on screen processed 
posters. For highest quality, specify genuine Sunbonded Day-GLo! 
Switzer Brothers, Inc., 4732 St. Clair Avenue, Cleveland 3, Ohio. 


SUNBONDED® DAY-GLO® 
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*““Sunbonded” and ‘“‘DAY-GLO” are Registered Trade-Marks for daylight fluorescent color products manufactured by or under license from Switzer Bros., Inc. 


Desk Top Sound Movies for Salesmen 


The NEW MODEL C-55 MOVIE-MITE port- 
able l6mm sound projector fits compactly in 
one small case. Nothing else to carry. Tops 
for sales, industrial, educational and enter- 
tainment use. Rugged, lightest in weight, 
(only 26 pounds), fool-proof operation. NEW 
safety trips PROTECT FILM. Wonderful for 
large screen showings. Thousands in use. 
Price only $298.50. 


Write today! Find out how MOVIE-MITE 
can tell your story with brilliant pictures, 
hi-fi sound. 


®@ Lightest in weight 
@ Lowestincost © Smallest in size 
@ Easy on film ®@ Easy to use 
@ Top quality picture and sound 


iia) 3 HARWALD COMPANY, INC 


1218 CHICAGO AVENUE, EVANSTON, ILLINOIS 
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of 
ADVERTISING 
MATERIALS and 
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before them 
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Report from Germany . . 


Rainbow Color Effects 
From Single Impression 


By John Dornberg 


Three colors for the price of one— 
with just one press run? Impossible, 
you say? 

A large job poster house in Stutt- 
gart, Germany, Ernst Klett Druck- 
erei, has developed a system of 
running several colors simultane- 
ously with a most unusual effect. 

By using a white pigment in the 
process, a soft rainbow-like diffusion 
of colors is effected that ordinarily 
can be duplicated in a three-color 
run only with extensive use of Ben 
Days. Klett achieves its result with 
a single linoleum cut—popular in 
Germany~—and one press run. 


> By placing fitted dividers into the 
ink trough on any flatbed or rotary 
press, colors can be divided so that 
a blank plate will run the colors par- 
allel and simultaneously. 

When Herr Karl Hieber, press 
room foreman at Klett, first devel- 
oped the idea, he was running a camp 
print shop in a Russian prisoner-of- 
war camp. On the first tries he was 
faced with the problem of colors 
overlapping and running into each 
other, but later thought of the idea 
of dividing the colors in the trough 
with a smaller amount of white so 
that on paper a diffused effect was 
the result. 

On a 72-inch wide flat bed press 
Herr Hieber will run a ratio of 
2-1-2-1-2, or 18” red, 9” white, 18” 
yellow, 9” white, and 18” red. After 
passing through the rollers, the ink 
diffusion is complete, which results 
in a harmonious combination of three 
parallel colors. 


>The same process, of course, will 
work with two or more colors, de- 
pending upon the job requirements. 
The plate can be zinc, wood lino- 
leum or what have you. A reverse 
engraving or even a halftone can be 
used, the same as in a one-color 
run. 

There are numerous modifications 
of the system that could be made, but 
the basic rule is that the colors must 
run parallel at all times. On a straight 
line the color placements in a layout 
must not overlap, otherwise the sys- 
tem doesn’t work. 

Klett uses the method for low bud- 
get jobs or rush orders that require a 
colorful effect. 


>Very fluid colors and inks, of 
course, won’t work unless a more ef- 
fective way of dividing the trough is 
developed. The colors must have 
enough substance so as to not run 
into each other in the trough. 

Klett has found that the metal 
trough dividers are not as suitable 
for the method as are “plaster-of- 
paris” dividers, which are molded 
right in the shop to the contours of 
the trough. 

Ernst Klett, which employs over 
500 in its plant, is this city’s largest 
poster shop. The company also prints 
books, and in addition is Germany’s 
leading school-textbook publish- 
er. 44 


1956-57 Marketing Series 
Announced by AMA 


New techniques of sales manage- 
ment will form the basis of the 
American Management Assn.’s mar- 
keting course, to be offered seven 
times during the 1956-57 fiscal year. 
More than 200 sales, marketing and 
advertising executives will attend the 
three-week cycles of meetings. Be- 
tween September and June, courses 
will be held at A.M.A. headquarters 
in the Sheraton-Astor Hotel, New 
York. 

The new marketing concept on 
which the course program is founded 
is that of introducing marketing at 
the beginning rather than the end of 
the productive cycle and integrating 
marketing into each phase of the busi- 
ness. “Marketing” has been broad- 
ened to embrace such related func- 
tions as product planning, marketing 
research, advertising, sales promo- 
tion and sales training. 

Purpose of the course is to help 
sales and marketing executives be- 
come better managers. It is conducted 
in three one-week units, spaced out 
over approximately three months so 
that participants may review and ap- 
ply course material between sessions. 
Students are on a seven-hour-a-day 
schedule. Teaching methods include 
lectures, case studies, problem-solv- 
ing and small-group discussions. Vis- 
ual aids and printed materials are 
also used. 

Further details on the marketing 
course may be secured from the 
American Management Assn., 1515 
Broadway, New York 36. 44 
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Plant Identification Sign . 


Dealer Program 


Builds Unity 
For Culligan 


. . This plastic sign, in red and blue, 


is illuminated with fluorescent lights, and is used primarily for 


the outside of plants. 


With 1,100 independent 
dealers, it takes a sound 
program, soundly devel- 
oped, to persuade every- 
body to join in on a co- 
operative basis. 


If you run a national company, 
and want to set up a national pro- 
gram of signs and identification ma- 
terials, it is a fairly simple matter. 
You sit down by yourself, or with 
your associates in the home office, 
and you figure out a program. Then 
you place the orders, write out a 
memorandum to your branch man- 
agers, and your program is — presto! 
— national. 

But if every branch office is an 
independent business, owned locally 
and operating on a local franchise, 
you can’t use the same kind of tech- 
nique. You present a program, you 
develop the materials, and then you 
wait, Each individual operator must 
make up his own mind about your 
program, will take as much of it 
as he feels is worth taking. If, under 
these circumstances, you get what 
is virtually unanimous acceptance, 
you can be pretty proud of your 
planning. 


> Such is the case with Culligan 


Inc., Northbrook, Ill., manufacturers 
of water softeners, conditioners and 
allied equipment. Culligan is a na- 
tional firm, with more than 1,100 
independent dealers in 42 states, 
plus others in Alaska and Canada. 
When you can set up a program 
that gains almost 100% cooperation, 
you can be pretty sure that it makes 
sense. 

The main object of Culligan’s pro- 
gram was to make the name of 
Culligan stand for water condition- 
ing on a national basis, to build up 
its reputation from one area to an- 
other. Service and equipment were 
basically uniform from one area to 
another. Culligan felt its dealers 
would be losing a bet if they didn’t 
capitalize on the reputation that all 
of them had been building up 
separately. 


> Take the simple matter of trucks. 
Every Culligan dealer owns at least 
one, and generally several, trucks 
and they spend most of their time 
touring the streets and roads in 
their territory. As Herb F. Hamblet, 
Culligan executive assistant, put it 
in a special bulletin to dealers: 
“There are definite advantages in 
public recognition and advertising 
value in having all Culligan service 
truck equipment painted in an at- 
tractive, distinctive and uniform 
color scheme. If this is done, not 
only will your prospects and present 
customers soon take special notice 


of the activity of these trucks in 
your own territory, but they will 
also be impressed by seeing similar 
Culligan equipment on the streets 
and highways wherever they may 
travel.” 

An impressive argument, but 
merely telling the dealers to use 
Culligan colors isn’t enough. The 
easier you make compliance, the 
greater proportion of dealers who 
will comply. For that reason, Culli- 
gan developed a_ standard color 
scheme which was defined in terms 
of specific paints, It sent out a color 
card which showed the red and the 
two tones of blue which had been 
selected on a national level. This 
card not only showed the colors, 
but it included the formulae for mix- 
ing colors locally. As an additional 
aid in standardization, the special 
bulletin included color drawings of 
four popular models of _ trucks, 
showing the way in which the paint 
could be applied. 

Convenience is one factor leading 
to acceptance; economy is another, 
and Culligan’s moves towards help- 
ing its dealers save money are an- 
other factor in getting voluntary 
cooperation. One way of doing this 
when it come to trucks was to make 
arrangements with International 
Harvester to paint trucks the Culli- 
gan colors at the factory. All the 
dealer has to do now when he places 
an order is to specify Culligan 
colors. This saves him bother, ex- 
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DOUBLE-FACED METAL BRACKET SIGN 


Sign “up” with 
Mulholland-Harper 


Put up signs by Mulholland-Harper and 
watch sales grow! 

Their colorful, attractive design gives 
excellent product identification—even 
from a distance. And top quality con- 
struction assures unusually long sign life. 

M-H has nearly half a century of ex- 
perience making signs for the dairy, 
trucking, oil, beverage, food and appli- 
ance industries. Write for informative 
brochure on metal, Scotchlite and plastic 
signs—made to your order by: 


~ . ~*  MULHOLLAND-HARPER COMPANY 


q,’ ii as 5802 Tacony Street 
Philadelphia 24, Pa. 
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pense and lost time, in contrast to 
getting the new truck painted local- 
ly. Just as he doesn’t have to have 
his trucks in the standard colors, he 
doesn’t have to buy IH trucks, but 
the arrangement is convenient, and 
it is just about as easy to go along 
as not to. 


> A truck needs more than paint 
for complete identification. It needs 
lettering and names and addresses. 
All of these are available Culligan 
has had decals made up in an as- 
sortment of styles and sizes, for 
very many purposes. The entire 
decoration of a truck can, for ex- 
ample, be made up of available stock 
decals, with the exception of the 
address and telephone number of 
the local dealer. Decals are also 
made available to carry identifica- 
tion on the cylinders of chemicals 
that form the main part of the water 
softener, and for use in commercial 
installations, such as bars or motels. 
These decals are made for Culligan 
by Meyercord, Chicago. 


>» One factor that makes such a pro- 
gram practicable is that almost all 
the franchised dealers have adopted 
the name of Culligan. More than 
95% of them do nothing else but 
Culligan activity, and they have 
seen the advantage of gaining the 
prestige of national advertising and 
the other carry-over benefits. So 
that while many of them started out 
by using their individual names, 
carrying “Culligan” as a secondary 
title, nearly all of them have now 
shifted to the uniform title. 

This has made a dealer identifica- 
tion program simple when it came 
to signs as well. For a number of 
years Neon Products Inc., Lima, 
Ohio, has had the Culligan contract. 
Three signs are currently being of- 
fered, all of them illuminated plastic. 
The outdoor sign is one of the more 
popular items ordered by dealers. 
It is a simple two-faced reproduc- 
tion of the trademark, in standard 


blue and red on a white background. 
Also in the line is a sign designed 
for interior back-wall use, which 
comes in two sizes, and a small oval 
sign, similar to the outdoor one, but 
suitable for use in store windows. A 
few years ago, Culligan was using 
neon tube signs, but abandoned 
them because of the initial expense 
as well as the problem of mainte- 
nance. 

Other signs are also available to 
dealers, which Culligan gets from a 
variety of sources. A highway sign, 
with three-color porcelain enamel 
finish on 18-gauge steel, is made by 
Ingram-Richardson, Beaver Falls, 
Pa. A flexible metal sign, which is 
suitable for tacking on posts, fences, 
sides of buildings, and so on, is 
lithographed by J. V. Reed & Co., 
Louisville. These are inexpensive 
and packaged in bundles of 50 to 
encourage wide-spread distribution. 
Raised enamel letters are available 
through Trio Letters, Aurora, IIL., 
for installation on outside building 
walls. 


> Outdoor advertising is not neg- 
lected in the Culligan book of tricks, 
although this has presented quite a 
problem in handling. The company 
struggled for several years before it 
found a sign and a technique that 
proved almost foolproof. One of the 
early attempts involved a highway 
sign that was sold directly to the 
dealer, who made his own arrange- 
ments for installation and mainte- 
nance, The latter turned out to be 
almost non-existent. The paint 
might start to peel, and the sign be- 
gin to look tired and dog-eared, but 
rarely did the dealer have enough 
time or skill to make the proper re- 
pairs. And local sign companies 
proved too variable for uniform suc- 
cess. What is more, even with a 
standard sheet, colors began to vary 
and logotypes to alter in appearance 
according to the whims of the local 
artist. 

This program was abandoned, and 


Truck Decals. . 


. All the lettering you see on this truck, with the exception of the ad- 


dress and telephone number on the door, are standard decals taken from the Culligan 
catalog of sales and promotional materials. Others are also available. 
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Highway Sign . . . Dealer Marvin Kuehn, 
the Culligan dealer in Dodge City, Kan- 
sas, shows his new sign to his family. 


Culligan turned to a uniform road- 
side sign that could be serviced on 
a systematic basis. The design that 
was finally selected was built 
around the standard logotype, and 
had room for the name of the com- 
munity. With the top rising as high 
as 10’ above the ground, and 10’ 
wide at its broadest point, the stand- 
ard colors make it stand out during 
the day, while the use of Scotchlite 
increases its nighttime visibility, 
Culligan headquarters insisted that 
the sign be accompanied by ade- 
quate servicing, so in selecting a 
contractor, one who could work 
with all dealers was picked. The 
successful bidder was National 
Advertising Co., Waukesha, Wis., 
which has enough branch offices to 
give the proper attention to the sign 
program. 

For the dealer it is simplicity it- 
self. All he does is indicate his will- 
ingness to have one or more high- 
way signs installed. National then 
selects the sites and arranges leases, 
with the dealer approving each site. 
The sign is manufactured and in- 
stalled by National, which makes 
sure that brush and weeds are 
trimmed properly, inspects the sign, 
and repairs it when necessary. The 
dealer merely pays the monthly fee 
of $9.50, on a 36-month contract. 


> The bible of a Culligan dealer is a 
fat dealer’s manual, 84x11”, with a 
multiple ring binder. In separate 
sections are covered such topics as 
equipment, sales procedures, financ- 
ing information, and most important 
in this story, advertising and pro- 
motion aids. This section takes up 
52 pages of the manual, and goes 
into a detailed description of each 
item, including the ones described 
above, plus such promotional ma- 
terials as mats for advertising and 
publicity, reprints, radio copy and 
tv commercials, exhibits and dis- 
plays, employe uniforms and em- 
blems, giveaways and premiums. 
From time to time, new pages are 
sent out, as additional items are add- 
ed to the line or old ones dropped. 
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PHOTO-COMPOSE TYPE BY SIMPLY DIALING! 
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AUTOMATICALLY DEVELOPS, FIXES AND DELIVERS FINISHED PRINTS 
The new Coxhead-Liner is an ingenious photo-lettering machine that delivers 
finished type-proofs, ready for paste-up in ninety seconds. It produces copy 
in all popular styles and sizes—ranging from 14 pt. to 72 pt. No dark room—no 
trays—no negatives—no waiting. The operation is so simple that any office 
girl can produce your type composition at her desk. 


COXHEAD-LINER 
is made by the manufacturer of 
the world-famous 


HUNDREDS OF CHANGEABLE TYPE MASTERS 
Coxhead-Liner type-masters are changed like 
phonograph records. The permanent plastic 
discs are dropped into place on the spindle 
and the font is ready for action. Letter 
spacing and justifying is automatic. Simply 
dial the copy—Coxhead-Liner does the rest. 


“ 
| Vari-lyper Lorporation | 


720 Frelinghuysen Ave., Newark 5, N.J. 


yards of 
beautiful 
typography 
ata 
savings 
beyond 


compare! 


Body copy by VARI-TYPER 
Heads by COXHEAD-LINER E...STATE 
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-Have your 


Sie n a 
Report 


Bound in 
HARD 
COVERS 


Call CA 6-3415 


Dept. AR for your free 
The Challenge to your 


Wastepaper Basket’’ 


DEN TUNA Ta a 


Kenneth W. James, P 
200 VARICK ST, NEW YORK 14, N. Y 
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NEW SADDLE STAPLER 
FOR DUMMY WORK 


This rugged, compact machine makes sad- 
die stapling of dummies quick and easy. 
o need to interrupt the work on your 
stitcher or to wait until it is free. 
Hardles jobs of 8 to 128 pages with width 
up to 12 inches. Uses same staples as your 
B8 office stapler. Ask your stationer, phone 
your local Bostitch representative, or write. 


BOSTITCH 
334 Mechanic St. © Westerly, R. I. 
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Palette Patter keer 


Write ce 
Dept. AR-10 


ee ee Oe 
6408 WOODWARD AVE 
DETROIT 2, MICH 
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VITRALUME SIGNs 


in Lifetime Porcelain Ename! 

Advertise — 

any Size. 

PORCELAIN ENAMEL FINISHERS 
eM 30th St. * Chicago 23, Ill 


Identify 


.- Shape.. 


. Colors 
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Every six months, the entire catalog 
is revised. Prices are on a separate 
sheet. 


> Most items are stocked in Culli- 
gan’s warehouse in Northbrook, but 
a few are shipped directly from the 
factory that manufactures them. 
Sometimes this is due to their bulk, 
such as the outdoor illuminated 
plastic signs. The roadside signs, 
which are made to order, are 
shipped out by National. Uniforms, 
whose variable sizes would require 
too large a stock, are also shipped 
directly from the maker. But other 
items are shipped by Culligan. 

By standardizing on a few items 
which can be manufactured in large 
quantity, the prices have been kept 
low. The cost to the dealer includes 
some provision for overhead, but 
it is nevertheless lower than he 
would have to pay if each bought 
the item individually. Most items 
carry some charge, even if it is a 
nominal one. Ken Edwards, assistant 
advertising manager for Culligan, 
told AR that they feel that “asking 
the dealer to pay something for the 
aids he uses, makes him use the ma- 
terials he orders. If it were free, his 
tendency would be to order and 
then let the stuff hang around. But 
keeping the price low makes it 
tempting for him to order.” 

Careful study of each contem- 
plated addition has made sure that 
a high proportion of them has 
achieved wide acceptance among 
dealers, and what is more important, 
has created a unified national pro- 
gram out of more than 1,100 inde- 
pendent dealers. And the best sales- 
man in obtaining the cooperation 
of the minority of hold-outs is a trip 
around the country. When the 
rugged individualist travels from 
community to community and sees 
the bright red and blue signs and 
the bright red and blue trucks, he 
suddenly realizes how many of the 
new prospects moving into his ter- 
ritory are already familiar with the 
trademark. From that moment, he 
is likely to cooperate willingly. 44 


Bank Increases Business 
With Time-Temp Unit 


To tie-in with the modernization 
of their offices at its new location, the 
Bank of Madison in Madison, Wis., 
arranged for a huge 44-foot bank 
identification unit containing a time 
and temperature jump-clock de- 
signed by the Naegele Advertising 
Co., Twin Cities. 


The first of its kind in Madison, the 


unit attracted traffic-stopping crowds 
when it was erected and caused con- 
siderable community comment 
which, according to Naegele, resulted 
in a recent influx of business for the 
Madison bank. 

Controlled electronically, the unit 
also has chimes which ring at 15- 
minute intervals, in addition to giving 
the correct time and temperature.4 4 


Seven-Up Sign Program 
Backs Up Family Slogan 


To illustrate its “All Family Drink” 
slogan, the Seven-Up Bottling Co., 
St. Louis, is using a six-unit cut-out 
rotary program showing everyone in 
the family from baby to “teen-ager” 
to Grandma enjoying Seven-Up. 

The signs were designed to be used 
for a three-year period and are to be 
rotated each month to a different lo- 
cation in the 18-leg General Outdoor 
St. Louis plan. 

The company is backing up the 
cut-out rotary program with an over- 
all outdoor ad program which in- 
cludes 24-sheet posters, painted bul- 
letins and walls, and a spectacular on 
a main thoroughfare. 44 





Outdoor Posters Adopt 
Fluorescent Lighting 


“Hi-fluorescent lighting,” de- 
veloped by General Outdoor Adver- 
tising Co. for its outdoor illumina- 
tion, will be used on all new poster 
panels constructed by the company. 
Eight-foot-long fluorescent tubes 
are expected to provide twice as 
much illumination on posters as 
previous lighting methods. The 
company worked closely with Gen- 
eral Electric Co. in devising and 
perfecting the lighting unit, which 
will replace the standard filament 
light system used with its 24-sheet 
panels. 

The system utilizes two fluores- 
cent tubes mounted two feet apart 
on each poster panel. The light- 
weight, heavy duty lamps are fitted 
into special reflector design that di- 
rects an optimum of evenly spread 
light across the panel. GOA has 
found that these lamps usually last 
7,500 hours, compared to 1,000 for 
the filament type. 

The new fixtures, the company 
believes, will increase the impact of 
its poster panels and preserve their 
color fidelity. 44 


New Outdoor Salesman 
Describes Experiences 


The fresh enthusiasm and deep 
absorption in the day-by-day proc- 
ess of learning to be an outdoor 
advertising salesman are vividly 
described in a booklet entitled “The 
New Boy, His Appraisal of Out- 
door Advertising,” printed by Gen- 
eral Outdoor Advertising Co. 

Written by John E. Schlamp of 
the New York branch of General 
Outdoor, the booklet describes Mr. 
Schlamp’s’ experiences _ starting 
when “The new boy planted his 
feet beneath the metal desk in his 
new surroundings” and_ ending 
three months later as the author 
— now a full-fledged salesman on 
his own — “is directing his foot- 
steps into fields of uranium.” 

The 334x72” booklet is “punctu- 
ated” with clever, cartoon-type il- 
lustrations. 


Motorola Weaves Logo 
Into Display Fabrics 


The new Motorola insigne consist- 
ing of a large M in reverse against 
a dark circle—provides the motif for 
drapery materials introduced at a 
company sales convention recently. 
Use of fabric designs is something 
new in promotions being tried by 


“Cool, Man, Cool!” . 


. . The working man’s dream comes true as a happy painter 


fetches himself a ‘’cool’’ one in this 3-D action-type sign. Designed by Knox Reeves, 
Minneapolis, the life-like bulletin was designed to attract viewers’ attention to the Grain 
Belt trade name of the Minneapolis Brewing Co. 


FOCOUURUCOURUOEUOOEOUOEDODEROUROHEOROEROE Ot ODE eOeoEE POUHOUOOHOUROEOOEOE EOE teens senneene seneneegee POUCUUOCOROEOCEOEODEOTOCECREOEOCEOEOCEOURDERCR CORO EROEO ERO eeeeS 


the electronics company, according 
to an announcement by Harold J. 
McCormick, advertising and sales 
promotion manager. The material 
can be used in window displays as 
a background or as a part of in- 
store displays. 

Walls or partitions in stores can 
be draped to add a decorator note 
or to sectionalize displays. The ma- 
terial can even be worn. Mr. Mc- 
Cormick wore a shirt made from 
the material to demonstrate its 
adaptability at the company’s sales 
convention. 

Available by the yard in 48” 
width, the material is being sold to 
distributors and dealers for about 
$1 a yard. The material comes in 
beige and brown tones. 44 


This Year’s OAI Annual 
Published in Record Time 


Available three months earlier this 
year than last, the OAI Poster An- 
nual features full-color reproduc- 
tions of the three Grand Award win- 
ners—Life Savers, Drake’s cookies, 


and Ken-L-Ration—in the recent 
24th National Competition and Ex- 
hibit of Outdoor Advertising Art. 

In addition, almost 200 reproduc- 
tions of prize-winning and outstand- 
ing outdoor designs of the past year 
are included in the Annual, a study 
on the growth and importance of the 
paint medium, and sections on special 
paint treatments and rotary paint 
displays. 44 


Leaflet Describes Variety 
Of Metal Signs, Displays 


To do a better selling job, use orig- 
inality in shapes, sizes and colors 
when planning a metal sign or dis- 
play, is the thought behind an illus- 
trated leaflet from American Art 
Works Inc., Coshocton, O. 

The leaflet describes a wide variety 
of metal signs and displays produced 
by the company, ranging from a 
Totem Pole display advertising 
Blackhawk hydraulic jacks to a 
Shoelace Lighthouse dispenser unit. 


7N0 
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Traveling Sales Aid . . . Rotating painted bulletin by Naegele Advertising boosts Old 
Home Cottage Cheese sales throughout metropolitan Minneapolis market 
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SUPERTUFF 


equal to the 
finest enamel papers 
for precision 
4 color process printing 


SUPERTUFF is a tough, durable cover 
stock with a smooth, heavy coating on both 
sides for fine-screen halftones — letterpress or 
offset. Purity of white is laboratory controlled 
to assure uniform and faithful reproduction of 
color values. Takes high gloss and metallic 
inks, varnish lacquer, or lamination. 


SUPERTUFF is a perfect stock for catalog 
covers — annual reports — sales manuals — 
spec-sheet binders — point-of-sale die-cuts — 


Co tts yi) a2 menus, and self-mailers. Write for the demon- 


stration portfolio. 
eeee 


the APPLETON COATED PAPER COMPANY 


1200 N. MEADE ST, APPLETON, WISCONSIN 
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DIRECT MAIL presents. a paradox - an, wae: ia’ do il 
volume and number of advertisers represented it. ‘is b b 
all odds one of the major media, it 

as a stepchild in the advertising saat What lies : 


this contradiction . 


In keynote speeches at the first meeting of thet Direct zn ail 
Agency & Counselors Group of the Mail Advertisi 
Service Assn. and Chicago Direct Mail Day, AR’s ce: 

tive editor analyzed the problem and pointed sae Or 
possible solutions. At the request of several readers, ~ 

’ AR is pleased to-present a composite a ic of tien 


speeches. 


Amateurs Ruining 


By Dick Hodgson 
AR Executive Editor 


Direct mail is truly an amazing 
medium. Consider these facts: 
® With a $1% billion volume an- 
nually, it is by far one of the major 
media on the basis of dollars ex- 
pended. 


® Most of the mechanics are simple 
enough so that anyone can use the 
medium. 


e It has several major “plus” fac- 
tors offered by no other medium — 
mainly its ability to aim at a highly 
selective audience. 


®@ It is one of the oldest of all media. 


e There are few businesses — both 
large and small — which have not 
used the medium at one time or 
another. 


@ It is the most versatile of all 
media. 


@ Yet, in spite of all of these fac- 
tors, direct mail still has a long way 
to go before it reaches the level of 


Direct Mail? 


maturity presently enjoyed by other 
“major” media. 


>» Many admen, looking at no more 
than the amazing annual dollar 
volume of direct mail, automatically 
assume that it has reached maturity. 
But, at least in this case, dollar 
volume has little to do with actual 
maturity. 

Recently, I conducted a pint-size 
research project by analyzing the 
daily contents of my home mailbox 
over a period of four weeks. Elimi- 
nating magazines, newspapers, per- 
sonal letters and a frightening col- 
lection of bills, I found 96 pieces of 
direct mail advertising — an aver- 
age of four pieces a day. 

My next step was to analyze the 
individual direct mail pieces. I 
found that they were about evenly 
divided between local and non-local 
advertising. But my main aim was 
to determine the quality of this ad- 
vertising when compared with the 
kind of advertising the same firms 
would use in other media — pri- 


marily newspapers and magazines. 

To summarize the findings quick- 
ly, I found that only 36 of the 96 
items could reasonably be con- 
sidered of quality equal to advertis- 
ing used by the same advertisers — 
or their competitors — in other 
media, Frankly, I consider this tab- 
ulation rather shocking. While spot 
checking in succeeding months has 
indicated that the daily average for 
the period studied was probably 
above normal, the standards of 
quality have shown no indication of 
improvement. 


> What lies behind this obvious lack 
of maturity of such a popular medi- 
um? 


@ Probably the biggest problem is 
that too many people think of direct 
mail as a “simple” medium. . .and, 
as a consequence, assign the weak- 
est talent and the lowest budgets to 
the job. This has led to a breed of 
professional amateurs who have 
become all too common in direct 
mail advertising. 


Direct Advertising * 47 





our mans -_t 
ALWAYS hand | 


If you've been confused by exaggerated 
claims, glowing reports, and sugary 
testimonials . .. we can think of no better way 
for you to check on the pulling power of 

our “built-in” reply card (or envelope) than 
for YOU to call or write our accounts 


(names on written request) and ask them what 
they think of our kind of sales letter. 


If that doesn’t convince you, then the only 
other thing that will is an ACTUAL TEST 
MAILING against whatever you're using now. 
We're so sure that the “built-in” reply card 

(or envelope) will outpull your best efforts on a 
cost-per-inquiry basis that we'll pick up 

the tab for a steak dinner if we lose! 


And our one-stop service for copy, art, printing 
and mailing saves your time—keeps you 

busy planning instead of just picking up 
loose ends. 


Why not send NOW for more intormation and 
samples of recent successful promotions? 


SALES LETTERS 


jeaecorperated 


153 W. 23rd St., New York 11 
Telephone WAtkins 9-2680-1 
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SEND YOUR CATALOG 


AND 1°' CLASS LETTER 
TOGETHER IN 


wees 


(Wus Nes 


see ee atid. ied deel 


@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices ... No obligation! 


wT 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL 
- for more details circle 791, page 105 
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e Another problem is that direct 
mail is too frequently the “after 
thought” when it comes to planning 
of promotion campaigns. 


® Then, too, direct mail has become 
the great “do it yourself’ medium. 
Refusing to accept direct mail as 
anything but a “simple” medium, 
too many advertisers (from the 
chairman of the board on down) are 
convinced that they know as much 
about it as anyone and refuse to 
use competent counsel. 


e Along this same vein, direct mail 
has become the last important 
stronghold for the advertising man- 
ager. With agencies and other out- 
side consultants being used increas- 
ingly to provide professional serv- 
ice on almost every phase of ad- 
vertising and sales promotion, ad- 
vertising managers are becoming 
primarily administrators rather than 
creative workers. While a lot of 
direct mail is today handled by ex- 
ternal specialists, the majority of 
it is still primarily an “internal job” 

and many an advertising man- 
ager wants to keep it that way as 
his last grasp on an era of individu- 
al creativity which he hates to see 
passing on. 


e Another factor is that the average 
person who helps to create direct 
mail advertising is not willing to 
take his or her share of responsibil- 
ity for the performance of the 
medium as a whole. He tends to 
evaluate his output by the low end 
of the scale — the typical piece of 
direct mail he receives — rather 
than by the high end — the best of 
the material he receives. 

The creators of direct mail adver- 
tising are also too willing to con- 
sider only the best of the material 
they produce when determining 
whether or not they are living up 
to their responsibilities — rather 
than considering this in terms of 
the poorest piece they produce. 


® One of the greatest handicaps to 
achieving maturity for the medium 
is that there are no “automatic con- 
trol factors” in direct mail such as 
space and time costs in other media. 


@ Even the recognized leaders in 
the direct mail field have contrib- 
uted their share to the lack of ma- 
turity of the medium by giving their 
primary attention to factors, which 
while important in themselves, drain 
off too much energy which could 
better be devoted to helping the 
medium gain the stature it deserves. 
Wherever direct mail’s top spokes- 
men gather, you find constant repe- 
tition of such things as: 


1. The huge dollar volume of the 
medium ... probably direct mail’s 
most negative factor at present. 


2. Constant emphasis on the me- 
chanics of direct mail... whether a 
purple envelope and a green reply 
card can outpull a green envelope 
and a purple reply card. 


3. Too much emphasis on mail 
order results and the frequently re- 
peated idea that the standard of 
success is a “2% return” ... In this 
day and age, direct mail is no longer 
primarily a mail order medium, but 
you’d never know it from listening 
to the average gathering of the so- 
called direct mail experts. 


4. Battles over postal rates , 
they’re treated as though they con- 
stituted a private battle between 
the government and direct mail ad- 
vertisers. 


It isn’t that these things are un- 
important, but if the direct mail 
medium is to come to full maturity, 
they can’t continue to be the 
primary items of concern to indus- 
try leaders. 


> But is a lack of maturity really 
important? The majority of adver- 
tisers certainly aren’t all throwing 
thousands of dollars away just so 
they can report at the end of the 
year that they bought lots of postage 
stamps. Direct mail is certainly pay- 
ing off for most companies or they 
wouldn’t continue to spend more 
dollars on the medium each year. 

The answer to this question lies 
in the future. This is an “Age of 
Communication,” with the average 
citizen bombarded daily by all kinds 
of messages aimed in his direction 
through newspapers, magazines, 
radio, tv, displays, signs, . .and, of 
course, the growing contents of his 
mailbox. With the trend increasing 
rather than levelling off or decreas- 
ing, it is impossible to absorb even 
a small percentage of the messages 
shouting for attention. 

Some day it may come to a point 
where people just take the easy 
way out and won't devote any effort 
to the task of “receiving” messages, 
but just try to absorb those which 
“come the easiest.” This places spe- 
cial responsibility in the hands of 
those who prepare direct mail ad- 
vertising. There is an_ obvious 
saturation point beyond which “all 
is lost” as far as the medium is con- 
cerned. It isn’t something which will 
happen overnight, but it most cer- 
tainly is a very real possibility. 

It isn’t merely a matter of mak- 
ing “special” mailings more impres- 
sive than average. Such efforts may 
become wasted time unless every- 
thing possible is done to make sure 
that the American consumer con- 
tinues to show respect for the things 
which he or she pulls out of the 
mailbox. Direct mail of poor quality 
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pchant. He’ll get in touch 
tan our adhesive specialists.’ 


Bend for free 9" x 12" repri 
antique car suitable for fre 








does not just pave the way for 
greater readership of the mailings 
which are of better quality. Every 
poor mailing can only help to un- 
dermine the reception of all direct 
mail, 


> What can be done about the situ- 
ation? First of all, everyone who is 
really interested in seeing direct 
mail attain the maturity it deserves 
and needs to remain an accepted 
medium can start by shooting for 
a “higher mark” on every piece of 
advertising he puts into the mails. 

It is important to forget all about 
the old idea that direct mail is a 
“simple medium,” and consider it 
just as complicated as any other 
medium — which it is if the best 
possible job is to be done. Direct 
mail should be given as much crea- 
tive effort as any other element in 
the promotion program. 

There is also a need for new and 
more rigid standards for evaluating 
the success of direct mail advertis- 
ing. Advertisers should forget all 
about that old saw concerning a 
“2% return” and think in terms of 
how much good each _ individual 
mailing can do as far as the over-all 
success of their companies’ market- 
ing programs are concerned. 

Probably the most important 
solution to the problem, however, 
lies in the use of competent spe- 
cialists rather than the professional 
amateurs. While this doesn’t neces- 
sarily mean seeking outside counsel, 
that possibility certainly should be 
given due consideration. The past 
few years have seen the establish- 
ment of a large number of direct 
mail agencies and counselors and 
direct mail departments within gen- 
eral advertising agencies — most of 
them manned by experts in the 
medium. Given direct mail pro- 
grams to produce, with the backing 
of enlightened advertising managers 
who realize that the medium is no 
child’s game, they can play a major 
role in bringing maturity to a de- 
serving giant. 44 
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“I've seen some pretty ridiculous 
direct mail pieces before, but .. ."’ 











me MCI DACRE LL Toa ORG 
i} | s of TENSION 
Creative Design ENVELOPES 


“Over 150% more profit with 
this Tension Creative- 
Designed Envelope” 


says Dean H. Doyle, Pres. 
Doyle Stationery, Inc. 


Here's proof that Tension Creative Design 
pays off in more returns, more sales, 
more profit: 

Mr. Doyle writes—“We followed your suggese 
tion of ordering Creative Design Tension Cata- 
log Envelopes in which to mail my Sno-White 
Napkin offer. Since I include samples of these 
napkins, I didn’t think the outside envelope 


National Wildlife Federation would make any difference. I’m glad to say I 
Ilustrated Round-Trip was wrong! 


“We tested your envelopes against our white 
envelope printed in black ink. The creative de- 
sign envelope produced over 150% more profit 
per thousand than our usual envelope.” 


Creative Design can get more mail opened 
for you, too! 
Tension Creative Design “commands” attention 
for your mail. It makes it stand out, gets your 
envelopes opened. Creative Design works won- 
ar ders with return envelopes, too. It gives your 
Cobbs " a prospects the extra “nudge.” It brings back 
Formvelope ; more orders. Let us prove Creative Design in- 
creases returns and profits. Mail coupon now! 


FREE! Let us make an analysis of your present envelopes—Mail Coupon Now! 


TENSION ENVELOPE CORP. 
+ 815 East 19th St. Kansas City 8, Missouri ‘ 
+ Gentlemen: 
Here's a copy of my ( ) mailing envelope, ( ) return 
envelope ( ) both envelopes. Please send me your 


TENSION ENVELOPE CORP ; analysis of my envelopes’ effectiveness. 
New York 36, New York i Name 
St. Louis 10, Missouri : 
Minneapolis 1, Minnesota = Company————__________— 
Des Moines 14, lowa : 
Kansos City 8, Missouri 
Fort Worth 12, Texas 


I ais ctasiniencitininsiniinncipiianctnipinian 


Stop By and Visit Us At DMAA, Booths 13-14 
. .. for more details circle 860, page 105 
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she handles all the details 


Let Marie handle your complete mailings 
— including multigraphing, mimeograph- 
ing, addressing, fill-in on multigraphed 
letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 


Direct mail has been our business for 25 
years. We pick up your rush copy, give 
quick service, do accurate work and 
guarantee prompt delivery. 


The Ldler Ht ie 


431 S. Dearborn St. © Chicago 5, Illinois 
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N AVE. HAILS 


Portfolio! 


Topflight ready-to-use art § 
as you have never 4 
seen before in the 
second exciting Idea Art 
portfolio! An entirely 

new, big one-volume 
edition packed with 
original ‘‘light touch" 
drawings . . . sparked 

with copy lines to 

suggest creative solutions | 
to 1000 ad problems. 

In 9x 12 multi-ring 
plastic binder. Drawings 
alone cannot be 
duplicated for $2500. 
Complete cost, including 
reproduction rights, $25. 


Sent on approval for 
5-DAY FREE EXAMINATION 


O 


40) 
reir | 
164 E. 38th St. » New York 16 » MU —s 


LLORES SELERLAE ASB BG 


SRR SAA RT aR ae 33 


BRS 
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Sell Ads You Can’t Buy, 
Advice of One Company 


How to use direct mail effective- 
ly was recently demonstrated by 
Marble Arms Corp., Gladstone, 
Mich., when the company sold the 
ads it couldn’t buy because of a 
gap in its consumer ad budget, by 
publishing two “how to” booklets 
on its product for counter sales at 
dealers stores. 

Manufacturers of an old line of 
sporting goods, the company decid- 
ed on the venture after the 1956 
advertising budget proved too small 
for a full-scale consumer campaign. 

The themes for the two pocket- 
size, 20-page booklets were chosen 
because of the many requests from 
customers throughout the years on 
gun maintenance and cleaning, and 
the selection of gun sights. 

Each booklet is approximately 
414x6” in size, in full-celor, and has 
graphic illustrations throughout. 

The “Gun Maintenance” booklet 
discusses such subjects as “When 
to clean,” “Cleaning essentials you 
need,” “Do’s and don’ts of good gun 
care,” and “Gun repairs ... you 
can make.” etc. 

The “Shoot Better . . . Faster” 
booklet gives pointers on “Check- 
ing your present sights,” “Types of 
iron sights available,’ and “Which 
sights for you?”, etc. 

Prepared with the help of Ken 
Seitz & Associates Inc., Milwaukee, 
the booklets contain no advertising 
copy as such. However, during the 
process of giving instruction on gun 
care and selection, Marble Arms 
products are used as actual exam- 
ples, thus showing prospective cus- 
tomers the company’s line. 

The company sells the booklets 
to its dealers at a discount to be 
sold via counter displays at 10c each. 

Although the idea came _ into 
being because of a restricted ad- 
vertising budget, it’s interesting to 
note that the company is now sell- 
ing the information it couldn’t af- 
ford to give to its prospects in 
sporting goods stores across the 
nation. 44 


Service Strikes Up Sales 
With Printed Matches 


Book matches provide a promo- 
tion extra in a newly designed pack 
created for Coffee-ette of America 
Inc., Pittsburgh. The match pack, 
poster size (4x6), is loaded with 
selling copy on the front and back 
cover, as well as on the inside cover, 
extolling the company’s “in office” 
beverage service that “controls the 
coffee-break.” 


Not one to pass up any printable 


surface, the company also puts the 
32 matchsticks to work. Each carries 
a sales message in white reverse. 
An innovation in the design is a 
business reply card attached to the 
right side of the package, which 
flops over the matches. 

The new matches will be used by 
Coffee-ette representatives as a 
giveaway. They'll also be put into 
service as a direct mail promotion 
to build interest before survey 
crews move in to develop leads. 

Rothman Advertising Agency, 
Pittsburgh, which has had consid- 
erable experience with match book 
design, originated the pack. It is 
printed in a “java” brown and black, 
with halftone illustrations. 44 


Admen To Get Assistance 
With Foreign Releases 


Faced with the puzzling problem 
of getting a release for France, Spain, 
etc., to sound or read naturally al- 
though written by an American ad- 
man? 

A folder from the International 
Visitors Center Inc., New York, an- 
nounces the opening of a new lin- 
guistics department designed to aid 
admen with specialized language 
problems in releases for overseas dis- 
tribution. 


> Services of the new IVC depart- 
ment will include: 


e Creative rewriting in foreign lan- 
guages of advertising copy, publicity 
releases, direct mail, p-o-p materials, 
promotion letters, and radio-tv 
scripts. 


e Synopses of foreign literary mate- 
rial, including newspaper and maga- 
zine articles, radio-tv scripts, etc. 


e Media, marketing and merchan- 
dising information provided by “on- 
the-spot” reviews of sales, merchan- 
dising and marketing campaigns. 


> According to IVC, the creative lin- 
guistics department was established 
in order to help admen with the subtle 
shadings of meaning needed to make 
advertising copy seem natural. 

As examples of language differ- 
ences of special importance for ad- 
vertising or marketing agencies con- 
cerned with appealing to foreign- 
speaking people, IVC pointed out 
that our “advertising” is West Eu- 
rope’s “propaganda,” while what they 
“exploit,” we “operate,” and so on. 

The folder also lists and prices the 
Center’s services for scientific and 
counseling interpretations, various 
types of translations, etc. 


For your copy circle No. 704 on the 
Readers’ Service Card inside back cover. 





Picture Postcard Routes 
Mail to Correct Address 


Pemco Corp., Baltimore, maker of 
ceramic coating materials, has found 
an easy way to assure that incoming 
mail is correctly addressed and 
routed to the proper personnel. To 
help its mail department eliminate 
many pieces of mail to employes no 
longer present, a picture postcard 
form was developed for the mail 
room to send out. 

The card is individually addressed 
to the mail department of companies 
sending in mail to persons no long- 
er with Pemco and asks that the old 
name and title be deleted from the 
company’s mailing list. The card 
advises that “For prompt delivery, 
substitute the name of” and gives 
space for the new name and title. 

A picture postcard—particularly 
one showing what Pemco makes— 
gets more attention than any ordi- 
nary government postal card, the 
company feels. The card shows a 
man checking a smelter from which 
porcelain enamel is produced. 

Produced inexpensively by offset, 
the card has had fast results. Al- 
ready the influx of incorrectly ad- 
dressed mail has been reduced, ac- 
cording to advertising manager 
Thomas S. Hook. 44 


One Co.’s Magazine Ad 
Sparks Another’s Folder 


An unusual direct-mail piece re- 
sulted recently when a manufacturer 
of valves for band instruments de- 
cided to base a folder on a business 
paper ad of a manufacturer of water 
pipe valves. 

Seeking to point out the variety of 
valves it produced, Crane Co., Chi- 
cago, had run an ad in the trade pa- 
pers picturing a sousaphone. Copy 


* 


that Cre doesn't make 
” 


There are s 


* i 


but Crane makes more valves ‘¥. than anyone else 


whe moket the 
Boot lrromet Wins! > 


3 gu 


below the picture of the huge horn 
read: “There are some valves Crane 
doesn’t make . . . but Crane makes 
more valves than anyone else.” 

When C. G. Conn Ltd., Elkhart, 
Ind., saw the sousaphone ad, the com- 
pany felt it was the perfect cover for 
a direct-mail folder they had been 
considering. 

Since the two companies were not 
even remotely competitive, the tie-in 
was effected with Crane’s consent and 
the loan of two-color ad plates for 
the cover of the folder. 


> The resulting folder starts out as a 
folded piece showing a trumpet and 
copy reading: “there are valves and 
valves.” When opened, the original 
Crane ad becomes the cover with an 
arrow pointing to the inside of the 
folder. Copy to the left of the folder 
says: “3 guesses who makes the most 
band instrument valves!” 

The inside of the folder shows pho- 
tographs of Conn’s Elkhart factory 
plus several photos of band instru- 
ments in various stages of production. 

An unusual and effective direct- 
mail piece, the Conn folder has al- 
ready been sent to more than 24,000 
dealers and bandmasters. 44 


Purchasing is Predictable 
According to Polk Booklet 


The possibility of predicting the 
actual number of people—within a 
specific population grouping — who 
will purchase certain products is re- 
vealed in “Purchasing is Predict- 
able,” a brochure available from the 
Direct Mail Advertising Division of 
R. D. Polk & Co., Detroit. 

The emphasis on “who buys what” 
takes the brochure a step farther 
than the customary approach of “why 
people buy what they do.” 

Designed to help national adver- 
tisers realize that even the most 
general product has a specialized 
market of people who can be located 
and named, the brochure lists a 
review of the “ten laws of consumer 
purchasing in the distribution 
process.” 

Typical rules in the booklet in- 
clude: 


e Prospects for particular types of 
products frequently tend to cluster. 
e Those who move the most—spend 
the most. 


The back of the 9x54” booklet 
contains information on the growth 
of direct mail as an ad medium. 

“Purchasing is Predictable’ is 
available if requested on company 
letterhead from R. D. Polk, 60 E. 
56th St., N.Y.C. 22. 44 
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natural color post cards 


COURTESY STANDARD ENGINEERING 
FT. DODGE, IOWA 


ADD EXTRA IMPACT 
TO ANY SALES PROMOTION! 


Use Dexter's attractive, glossy-finish, 
natural color post cards. Perfect for syndi- 
cated or cooperative dealer aids. 

Dexter has excelled in high-quality, full- 
color service for 23 years. Thousands of 
repeat orders testify to this! 

Prices are less than 1¢ each for 50,000 
card quantity. Prices on other quantities in 
relation. Minimum order 3,000 cards. 

Write today on your business letter- 
head. An authorized photographer-salesman 
will call on you. 


Originators of 
the Genuine 
Natural Color 
Post Card and 
leaders in this 
field since 1932. 


ROUTE 303A, WEST NYACK, N. Y. 
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All is not gold that glisteneth. 
MIDDLETON 


Thou said it. No fancy offices here, but our 
Multigraphs, Addressographs, Speedaumats 
and Graphotypes are the newest, our Mail 
Inserting Machines the last word; as a mat- 
ter of fact, we look like what we are... a 
‘not so fancy’ but, a darn good letter shop. 


7010 s»vearisin SERVICE 


521 S. WABASH AVE. * WA 2-9560 
CHICAGO 5 
Fast and Resourceful Service—Since 1919 


— Reasonable, tool 


Muitigraphing *¢ Mimeographing 
Adéressing © Meiling © Pilate Cutting * Mechanical Addressing 
Printing © Radic & TY orders processed © Complete Mell Compoigns 
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By Emily Brooks* 


A pretty girl is only a pretty girl, but a model is an effective 


You'd think that selecting the 
right model for a particular print 
ad (or direct mail piece, tv com- 
mercial, trade show exhibit, point- 
of-purchase display, etc.) would be 
a simple enough procedure with a 
minimum of headaches and com- 
plications. 

Yet every week, thousands of ad- 
vertisers’ dollars are lost on un- 
necessary modeling fees, photog- 
raphy retakes, additional time and 
production charges; the valuable 
earning time of good models is 
wasted on interviews to which they 
should never have been sent in the 
first place; and, at the worst, the 
inappropriate model appears in the 
finished ad or delivers the com- 
mercial, thereby throwing the ad- 
vertiser’s entire message out of key 
and creating a feeling of disbelief 
and falseness when conviction was 
the aim of everyone concerned — 
all because the basically simple 
process of choosing the right model 
was approached in an indirect and 
unbusinesslike way. 


*Miss Brooks is president of Emily Brooks Inc., 
Model Agency, New York, N. Y. 
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aid in increasing sales impact — provided you select her 
properly and allow her to work at her best. 


An experienced 


model gives you some tips on how to achieve this. 


> Most of the complications arise 
from a simple failure to use the 
facilities of the accredited model 
agency to full advantage. Failure 
to supply full information to the 
agency is another factor. And, with 
a persistent minority, it is just plain 
unethical business practices: delib- 
erate misstatements of fact, kick- 
backs from models, under-the-table 
deals. 

The model in today’s advertising 
is much more than a decorative or 
illustrative addition to the art work, 
or a voice delivering a message. 
Whatever your budget, whatever 


At a Trade Show . . . Beverly Anderson 
wears a_ specially-designed costume to 
tie in with the products she is promoting. 
(left) 

At an Agency . . . Careful scheduling 
saves time. Here model Bonnie Jones 
signs the record sheet for Ray Green, 
Knox-Kornfeld Advertising Agency. (cen- 
ter) 

At the Studio . . . The photographer’s 
view is worth getting. Al Puhn and 
agency head Emily Brooks confer on 
fashion shot with Henry Green and 
Jayne Hacklin. (right) 


the extent of your campaign, what- 
ever the media you choose, it is 
the model who speaks to your audi- 
ence as one human being to another, 
who sets up the contact between 
two individuals, who relates your 
product or service to daily living. 
Getting the right model to act as 
liaison agent between your particu- 
lar product and your special public 





is too important a job to be handled 
carelessly or unprofessionally. 

Here, then, are a number of 
guideposts in selecting the model 
for your purpose: 


e The model agency is a service 
agency. Making use of all its serv- 
ices will save you time, money and 
inconvenience. The agency has a 
complete history on every model — 
type of photography, tv, trade show 
work she has done in the past. Her 
particular talents, the “type” she 
symbolizes (teen-ager, student, 
commercial, high fashion, etc.), are 
all tabulated on her history card. 
Any acting experience, tv roles, she 
may have had are all detailed. The 
agency has, in other words, a pic- 
torial and tabulated composite on 
every model. 


e In approaching the model agency, 
give the fullest possible information 
on the project to which the model 
is to be assigned. Medium, back- 
ground on ad, photographer, color, 
clothes, style (high fashion, com- 
mercial, pin-up, illustration, back- 
ground). This is particularly im- 
portant for the small or medium 
sized advertiser who is not using 
the facilities of the large advertis- 
ing agencies, for here the model 
agency can be of great help in se- 
lecting a few models with successful 
histories in the client’s particular 


field. 


e Your photographer and art direc- 
tor should be brought into the pic- 
ture at the very beginning — not 
at the last minute. It takes an ex- 
perienced eye to visualize the par- 


On the Air. . . Model 
Bonnie Jones gets into 
the act to make the 
demonstration more 
effective. (left) 


On the Street . . . Always 
good for the newspapers, 
Beverly Anderson stars 
as the Emerald Queen for 
the National Jewelry 
Show. (right) 


ticular characteristics of an _ indi- 
vidual that will be highlighted by 
photography, that will add to the 
total layout idea or distract atten- 
tion. 


e It may be very enjoyable inter- 
viewing any number of models for 
a project, but you are not only 
wasting the time of the model and 
of yourself, but if you are dealing 
with print media, chances are you 
are getting the wrong idea. Thumb- 
ing through files of pictures may 
seem more like tiresome desk work, 
but it is the best way to visualize 
how the model will appear in your 


ad. 
e Unless you are building a cam- 


paign around a particular model 
who is to symbolize your product 
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Diamond sales grow 


Photography creates a background of romance for DeBeers 


Consolidated Mines. Ltd.. that makes diamond sales thrive. 


A diamond breathes romance from 
the moment it comes from the mine, 
through its skillful cutting and 
polishing, to the day it slips on a 
beautiful girl’s finger. 

To spread the story of this ro- 
mance, N. W. Ayer, agency for 
DeBeers Consolidated Mines, makes 
full use of photography. Jewelers 
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are offered sets of pictures showing 
mining and finishing for their dia- 
mond rooms. Movies and slide films 
go to groups who see diamonds trans- 
formed from the rough to sparkling 
highlights of fashion. And filmed 
announcements tell the story onTV. 

Photography is an experienced 
salesman, accustomed to handling 


sales jobs of all kinds—romantic, 
technical, medical, scientific, or 
what-have-you. And it does many 
other merchandising jobs as well. 
Some are listed at the right. Check 
them over. These are all occasions 
where photography can save you 
time, cut costs, and give you a fine- 
looking, convincing job. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


When your story must be descriptive 





Ilere are some of the ways 
Photography helps build sales: 


Plans and Presentations—Slide films— 

Movies—Easel presentations—Portfolios. 

Advertisements— Illustrations for magazines 

Newspaper—Direct Mail—Sales and service 

literature—Calendars—Car cards—Billboards. 

Market Research—Product application photos 
Customers’ buying habits—Displays—Merchan- 

dising ideas Photocopying charts and reports. 

Packaging— Product pictures—Labels 

**How to” explanations—Photo lettering 

Photo composition. 

Merchandising—Displays— Background 

photos—Jumbo cut-outs—Installation or 

application photos—Demonstrations. 

Trade Shows—Background murals—Motion 

pictures—Slide films—Descriptive booklets and 


pamphlets—Plant and product photos. 
Sales Training and Service—Salesmen’s 
portfolios and bulletins—Stills—Shides 
Movies—Installation and service manuals— 
Customers’ instruction books. 
Television Production—Set Backgrounds 
Spot commercials—Animation. 
Printed Production— Illustrations 
‘Transparenc les Photoengraving Photocopying 
Public Relations—Stockholder notices 
Employee papers—Institutional movies— House 
organs—News releases—Slide Films. 
Administration—Oflice layout plans 
Progress reports—Ofhice copying—Microfilming 
of records for storing—Miniature prints of ads 
for schedule boards. 


—PHOTOGRAPH) does the job 


ee 


Would you like our 
booklet Photography 
in Marketing”? It’s 
free just drop a line 
to Eastman Kodak 


Company, Rochester 


N.Y. 
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Brandt Scaleograph 
cuts cropping time 90% 
—fills long felt need 


The newly invented Brandt Scale- 
ograph is a precision instrument that 
crops and scales photos, art, etc. in 
seconds. It is to squares and rec- 
tangles what the compass is to circles. 
Once set to a proportion it will en- 
large or reduce automatically without 
computation. Scaled in picas and in- 
ches. Its practicability and simplicity 
have won hundreds of users from coast 
to coast. Some of the biggest names 
in industry, graphic arts, and ad- 
vertising have placed multiple orders 
and praise its efficiency. Made of 
vinyl plastic, stainless steel, and alu- 
minum. With minimum care will last 
a lifetime. Immediate delivery parcel 
post prepaid. Send check or company 
purchase order. Price $12.50 
Money back if not delighted. 


THE BRANDT CORP. 
P.O. Box 465, NEW ORLEANS 
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$AIO GLOSSIES 


FOR NEWS RELEASES 
PUBLICITY * PROMOTION 


tHE Basin ee” 


From your negative, photo, or artwork 


FREE! 


Helpful brochure on preparation 
and uses of glossy photos for ad- 
vertising and publicity. Write Dept. J. 


Ly 


oneal C O/M PANY 
SUperior 7-828s8s 
119 W. Hubbard St., Chicago 10, III. 
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or services in the public mind over 
a period of time, do not select a 
model until all copy, layout and 
media plans have been made. Too 
often the client will complain that 
he obtained the best, highest-paid 
model, yet the total effect was all 
wrong. Selecting the appropriate 
model, the one who belongs with a 
setting and particular body of copy, 
is far more important. 


e With the wide range of individu- 
als and types on the model agencies’ 
lists today, there is no need to ac- 
cept stereotypes. There is a model 
for every age group and purpose. 
Unfortunately, only a few of the 
larger advertising agencies are will- 
ing to go beyond the 30-year brack- 
et. The primary users of male 
models, the clothing and business 
publication advertisers, have done 
much to break down this taboo, but 
in the women’s magazines the age 
barrier remains. Except for the 
stylized approach of high fashion 
advertising, the most effective mod- 
els are those who are not removed 
from the average. 


e Often a client will use the same 
model over and over again — be- 


| cause the first ad turned out just 


right, because the model and the 
photographer have a working af- 
finity, or because the model 
“blends” so well with the product 
or service being advertised. This is 
fine, as long as it is deliberate and 
carefully thought out as part of a 
long range plan of identification. 
In that case, the advertiser and the 
model agency can arrange a prior- 
ity for the model on this account. 
If it is a situation that has been 
drifted into, however, the adver- 
tiser is facing two dangers: in re- 
curring ads, the public is becoming 
familiar with the model rather than 
the product; his advertising produc- 
tion schedule becomes dependent 
upon the model’s availability. 


e If you use models regularly in 
advertising, acquaint yourself with 
the resources of as many accredited 
agencies as possible. Composites and 
books are always available for your 
perusal, and the agency representa- 
tive will always work with you. 
This is the method of the larger 
advertising agencies, where models 
are selected impartially from vari- 
ous sources. But work only with ac- 
credited model agencies. The cut 
rates you may get from the un- 
licensed “academies” and “studios” 
are not worth the involvement that 
can result. 


@ Models are rated for pay at the 
agency according to talent and ex- 
perience. Other determining factors 


On the Cover . . . Photographer Al Puhn 
and agency president Emily Brooks talk 
over a shot while model Jayne Hacklin 
stands by. 


are the end use of the photograph 
(the rate is higher for a full-page 
fashion ad than for a direct mail 
piece) and the value of those par- 
ticular parts of the day. Here again 
the agency can assist you by sug- 
gesting times when a model is avail- 
able at a certain rate, when is the 
best time to book, why certain rates 
are higher than others. 


® Models for photography and il- 
lustration get paid by the hour. 
This may seem an obvious point to 
make here. It isn’t! Often, a client 
cannot understand why he is 
charged for three hours when the 
model was actually before the cam- 
era only one half hour. The client 
is charged for the time the model is 
retained by him, whether she is be- 
fore the camera or not. Hence the 
necessity of planning photography 
assignments on a carefully worked 
out schedule, so that the model’s 
time is utilized without waste ex- 
pense to the client. 


@ When a rate has been quoted, 
expect to pay that rate. The same 
advertiser who will pay space and 
production charges without quib- 
bling will often try to undercut the 
model by demanding a kick-back. 
Often, the model agency will never 
hear about it, because the client 
enjoins silence by promising the 
model future jobs, This is a minority 
practice, but it is nonetheless vi- 
cious, affecting not only the model 
agency business but the advertiser 
as well. Instead of selecting the 
model on the objective basis of her 
appropriateness for a particular as- 
signment, she is chosen on the basis 
of her willingness to go along with 
a payoff. As a result, the advertiser 
doesn’t get the best ad possible; the 
standards of advertising are low- 
ered; and the ethical, principled 
advertiser and agency suffers by 
having a number of models in con- 
stant “demand” outside of regular 
channels. 

. continued on page 56-B 
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Another example of 


where quality counts... 
is Printed 
Letterpress” 


A quality publication by all compara- 
tive standards, National Geographic 
Magazine pioneered the use of four- 


color Letterpress printing 50 years ago. 
o d o 


When the first Letterpress color printing 
appeared in The Geographic in 1906, 
subscribing members of the Society 
numbered only 10,000. Today, 2,160,000 
members receive the Magazine which 
annually contains more than 800 pages 
of four-color Letterpress printed text 


illustrations. 


Use of precision chrome-faced_ nickel- 
types, faithful long-running duplicates 
of the original. help make it possible for 
The Geographic to maintain its position 
as the finest printed mass-produced 


magazine in the world. 


Right) The old Belfry of Bruges, Belgium, glows as 
the great play of the Sanguis Christi unfolds. Photo- 
graphed by Luis Marden, National Geographic Staff. 


WE PROUDLY 
ANNOUNCE... 


This First Magazine ta National Geographic Forioly E> 
“Letterpress Award” For Long. Continuous and Etectve 


cnnenaiiit | of Y-TERNATIONAL ASSOCIATION 
WE EM Let L-Ti) Cle mc) \ 


Four Color Letterpress Printing 


National Geographic oe OF ELECTROTYPERS 


NATIONAL GEOGRAPHIC MAGAZINE 


Society “for Long, iii einai AND STEREOTYPERS, INC. 


Ore el ee Ure) meratnnal Anscaton of sos 
SRT vane rena 701 Leader Building, Cleveland 14, Ohio 
Electrotypes for ! Original plates supplied by Beck Engraving Co., Philadelphia; nickeltypes by Potomac 
Pmete lle eye cla att pital Electrotype Co., Washington: and Letterpress printed by Judd & Detwe ler, Inc., Washington 
Printing.” “ 





neenah 


modestly 


chieftain bond 
the most popular 
50% rag bond 


in America? 


Because people like everything about it. 
Ask your printer for samples of 
America’s largest selling 50% rag bond — 


Chieftain Bond. 


Want help in recognizing the right 
letterhead for your company? Then 
ask your printer for a free copy of 
“The Right Letterhead for You.”’ 


B 
CLL 
~~ SS — betas 


nmeenah paper company 
neenah, wisconsin 
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@ When you want a model for pin- 
up, say so. The rate is higher, but 
it is a perfectly legitimate adver- 
tising gimmick and the agency is 
equipped to service you. Too often a 
request will be made for a fashion 
or illustration model, when the real 
purpose was pin-up. Again, the 
model is requested to undercut her 
agency rate. And, again, the legiti- 
mate advertiser and agency suffers. 


@ Specifying media when request- 
ing data on models is time-saving, 
and will give you a screened group 
to work from. Tv, for example, is 
an exacting medium that requires 
personality, acting ability, experi- 
ence, and personal animation. The 
model casting method here can be 
exemplified at its best at Benton 
and Bowles, New York advertising 
agency. 

Under the direction of Ann How- 
ard, casting director, a continuous 
canvass is made of accredited model 
agencies, so that Benton and Bowles 
is at all times aware of all available 
resources. When casting for a show 
or tv commercial, each agency is 
contacted, requirements filed, and a 
full explanation given of what the 
project is about. Selection is then 
made from the photos and inter- 
viewed models of a number of can- 
didates, who are then given sepa- 
rate auditions. Individual recordings 
and readings are made, and the 
process of elimination goes on until 
only the best for the particular job 
in hand are left. This is a time- 
consuming and exacting job—but it 
is the way model agencies would 
like to see all their models chosen, 
for it is on a strictly competitive 
basis. 


® Selecting models for business 
show and exhibition purposes is 
also a specialized procedure. Rates 
here are on a weekly basis, with a 
minimum fixed by the agency. 
Choosing models for personality 
rather than photographic excellence 
is important, as these models will 
act as representatives of the client 
with his customers. Again, it is nec- 
essary to outline in detail the duties 
the models will be expected to per- 
form—such as greeting guests, dis- 
tributing literature, posing for 
newspaper shots. Social activities 
are not part of the models’ jobs. 


@ For the advertiser undertaking a 
small business paper or direct mail 
campaign through a small agency, 
the best way to get the best model 
for illustrative purposes is by work- 
ing closely with the agency’s pho- 
tographer. If your agency does not 
have its own photographer, the 
model agency may be able to rec- 





ommend photographers to you. 
Leave the job of model selection to 
him. 


© A good model is a trained pro- 
fessional, used to working with pho- 
tographers or directors. If you are 
unsure of just what you want in the 
way of photography or illustration, 
talk it over with the model and the 
photographer. The model knows 
her potentialities and _ limitations, 
the angles from which she appears 
“natural,” and the poses in which 
she seems forced. Ask her coopera- 
tion and advice. She wants to work 
with you—and you will be getting 
improved results. 


@ Conventions are increasingly uti- 
lizing models, as are the sales meet- 
ing of large corporations, The sales 
meeting technique has progressed 
since the war from the “skit” that 
was used to relieve the monotony 
of the long talks to the point where 
the model becomes an integral part 
of the program. | 


Kit Provides PR Tools 
For Increasing Sales 


Beamed at graphic arts and ad- 
vertising salesmen is a “packaged 
public relations” kit developed by 
Culver Products Co., Culver City, 
Calif. It’s designed to create cus- 
tomer contacts and to increase sales. 
The Sales-Maker consists of a kit 
with 250 imprinted correspondence 
cards and matching envelopes, ap- 
propriate for such uses as: 


Anniversary 
Apology 
Condolence 
Congratulations 
Thank you notes 


To add a feeling of warmth and 
humor a suitable cartoon is printed 
in brown ink on each card. 

The personal imprint—name, 
company and address—is placed in 
gray ink in the upper left hand 
corner. One hundred personal data 
cards are provided to keep a record 
of contacts and their families. 
Twelve monthly and category in- 
dexes are included. 

Furnished with the kit is a book- 
let, “Personal Public Relations and 
Publicity.” It discusses how to de- 
velop friendly contacts, what to say 
in writing to friends and contacts 
and how to get personal publicity 
in newspapers, magazines, trade 
journals, radio and television. 

The Sales-Maker is priced at 
$12.80 for a utility working kit. 

Further details are available. 








| 
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World’s Most Distinctive 
Christmas Cards 


Discriminating selection. Printed in 
Europe and U.S.A. Letterpress and 
lithography. Up to six colors. De- 
signed by Francois, Searle, Hoffnung, 
Piatti, Greider, Renfro, Diamond, 
Anderson, DePol, etc. 

Write for samples. 


VOLK CORPORATION 


Pleasantville 37, New Jersey 
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i ¢ 25 or 

ach in lots ° 
$1.50 aia plus $15 setup. 
sant each in lots of 25 or 


16x20,$9.29 more, plus $25 setup. 


Smaller quantities slightly more- 
n 
Sizes 4x5 tO 20x 24 oe y 
ansparency or origina ili 
Every job fully masked an 
corrected. 
Matte, semrm 


i w av 
natural color prints “at *e 
on orders UP to 50 prin 


48 HOURS or téss 


of transparency: 


from receipt sipped in 24 hours 


Most orders $ 
or less. 
Larger or 


ish. 


atre or glossy fin 


* longer. 
ders take © little Send for Price List 


1618 N. Vancouver 


0} S ¢ LOR Portland 12, Ore. 
Tel, AT 2-3256 


SATISFACTION GUARANTEED! 





. . » for more details circle 863, page 105 


experienceca 
“on camera” 


crescent tv bristol board is 
double-sided — light gray and 
dark gray — two ways better! 


crescent tv illustration board 
unusual quality in two 
stand-out grays! 


, write for free sample today, to: 


CHICAGO CARDBOARD CO. 


12320 N. Homan Ave Chicago 5 
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GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


PRICE LIST 


8x10 GLOSSY PHOTOS 
QUANTITY 


Copy negatives of your prints, $1.35 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 

1210 N. Clark Street © Chicago 10, Illinois 

Dept. 0-10 ° Telephone: MI chigan 2-5651 





for Offset 
Id REPRINTS 


Now in its sec- 
ond printing, 
“How to Use Re- 
prints” is prov- 
ing a popular 
idea manual for 
‘do-it - yourself” 
direct mail and 
large ad agen- 
cies alike, 


it’ll help cut 
printing costs. 


: It shows how to 
* prepare copy and 
save time. 


It helps make 
: printing more 
effective. 


Send your cou- 
+ pon now and re- 
: ceive extra pam- 
: phlets “ideas for 
: PLANO Printing” 

and “How to 

Use Preprints.” 


and ‘Preprints’’ to 


Rush FREE copies ‘‘How to Use Reprints,” 


“Plano Ideas” 


OFFSET PRINTERS 
123 N. Wacker Dr. 
Chicago 6, Illinois 
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Chicago Artists Use 
Unusual Gimmicks 


When you want to develop meth- 
ods of parting a hard-hearted busi- 
nessman from his money, perhaps 
you ought to turn to an ‘impracti- 
cal, dreamy’ artist. Such at any 
rate might be the lesson learned 
from the Artists Guild Day held on 
Columbus Day by the Artists Guild 
of Chicago. The main purpose of 
the day, held at the St. Clair Ho- 
tel, is to allow members to display 
their work, and art buyers to see, 
in one place, samples of available 
artists. Money raising for the treas- 
ury of the Guild is, however, an 
important auxiliary aim of the 
event. 

To do this, the Guild this year 
developed some unusual ap- 
proaches. Four channels were of- 
fered companies which wished to 
bring their name to the attention of 
participants. 


1. Souvenir program. . .While this 
is a standard method, in this pro- 
gram-announcement all ads were 
uniform in appearance and ap- 
peared under the headline “Quot- 
able Quotes from Our Many 
Friends.” 


2. Advertising slides. . .A continu- 
ous rear-projection slide projector 
was set up and operated for the 
entire day. It holds 30 slides. The 
advertiser pays a flat sum for an all- 
day run. 


3. Taped commercials. . Hourly 
announcements were broadcast over 
the hotel public address system. 
Advertisers taped their own 20- 
second spot or used the studios of 
a guild member for free recording 
privilege. 


4. Queen of the Hour. . .A beauty 
queen was selected every hour on 
the hour, aid each was crowned in 
the name of the sponsor, who paid 
a fee for the privilege of having his 
name draped on a bosom-crossing 
ribbon. Further kudos may be ob- 
tained when the hourly queens 
competed at the end of the day for 
the title of “Miss Artists Guild of 
1956.” 44 


Varigraph Lettering 
Described in Booklet 


Precision lettering with the Vari- 
graph, an adjustable instrument us- 
ing metal templets, is described in 
an illustrated booklet prepared by 
the Varigraph Co., Madison, Wis. The 
device works against a T-square or 


other straight edge for horizontal 
lineup of lettering, and is adaptable 
to either right or left-hand opera- 
tion. More than 600 sizes and shapes 
of letters can be made from one 
templet, according to the company. 

Lettering similar to type faces Fu- 
tura, Stymie, Brush, Lydian and 
Balloon can be produced with vari- 
ous templets. Outline, reverse, solid, 
condensed and extended forms can 
also be obtained. The unit can pro- 
vide shadows, overlapping lines, Ben 
Day effects, map, electronic and 
mathematical symbols. 

With the aid of the Varigraph, the 
booklet states, lettering can be ex- 
actly fitted to the space allotted. Copy 
can be condensed or extended by a 
simple adjustment of the height or 
width control dials. The instrument 
weighs 114 lbs. and measures 7x7x 
13g”. The standard model is priced 
at $98.50. 


For your copy circle No. 721 on the 
Readers’ Service Card inside back cover. 


Agent Keeps Food Fresh 
During Camera Sessions 


A product designed primarily for 
use in freezing fruit—Fruit-Freeze, 
made by Merck and Co., Rahway, 
N. J.—has unexpectedly come to the 
rescue of food photographers. An 
anti-darkening agent, Fruit-Freeze 
is reported to keep fresh fruits from 
discoloring during long photographic 
sessions. 

The product’s application to one of 
the major headaches of food photog- 
raphy came to light inadvertently. 
In taking photos for Fruit-Freeze 
advertising, the cameraman noticed 
that the fruit on which the product 
had been sprinkled about two hours 
before looked as fresh and firm as 
when it was cut. It was not necessary 
to prepare more cut fruit. Merck 
representatives say the agent will 
hold the natural color longer. 

Fruit-Freeze is a uniform, free- 
flowing combination of vitamin C and 
a natural sugar, sucrose. It is avail- 
able in drug and grocery stores. A 
5-oz. bottle costs about 98 cents. 44 


Studio Space-saver . . . Tabour-Tray, a 
12x17" plastic tray, keeps artists’ sup- 
plies handy, makes any table a taboret. 
H. T. Herbert Co., Long Island City, 
N.Y., distributes the tray. 
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A lot has happened since AR first 
took editorial notice of the trading 
stamp picture back in September, 
1953. At that time, trading stamps, 
while actually not new, were just 
beginning to get a new spurt into 
the heights. 

Today, nobody is neutral about 
trading stamps. Many retailers ap- 
parently can’t live with ’em and 
they can’t live without ’em. Manu- 
facturers argue among themselves 
whether inclusion of brand name 
items helps or harms general sales. 
Newspapers balance increased trad- 
ing stamp linage against possible 
loss of straight merchandising ads. 
And the stamp companies them- 
selves have changed from local firms 
to great national organizations with 
the strength and backing sufficient 
to take full-color spreads in na- 
tional magazines like Time, Life, 
Better Homes and Gardens, Ladies’ 
Home Journal and others, plus na- 
tional spots on “Today,” “Home” 
and “Tonight.” Not only are the 
stamp plans riding along in the 
newspaper ads of their dealers, but 
they themselves are taking full- 


Taking a look at 


TRADING STAMP 


Trading-stamps are here to stay, and AR takes a good 


look at what is happening today, with the stories of 


two unusual approaches to this promotional giant. 


page space on a regular basis in city 
after city across the country. 

So whether you approve or not, 
the trading stamp is here to stay, 
at least for the foreseeable future. 
And that means that everybody in- 
volved with sales promotion, mer- 
chandising and advertising had bet- 
ter become familiar with the eco- 
nomics and the mechanics of the 
little pieces of gummed paper that 
have caused such a stir, This applies 
whether your connection is that of 
having the trading stamp compan- 
ies as potential customers, or that 
of being interested in adding trading 
stamps to your own merchandising 
plan. 


> AR has found no magic rule to 
develop the right answer for you. 
Things are not that simple. How- 
ever, in studying plans as they have 
developed in various market situa- 
tions, it is quite clear that one of 
the major factors in selecting a 
stamp plan operator is, as it should 
be throughout the field, his integ- 
rity. This, although itself intang- 
ible, is important, and it is based 


on the fundamentals of value and 
service. For the distribution of 
stamps should not become the main 
concern of any _ retail business. 
Rather, at the base of a company’s 
continued success is the confidence 
placed in it by its customers, and 
this should not be jeopardized by 
any promotional plan. 

Cost important, of 
course, but examination of a pro- 
posed plan should go deeper than 
just cost. Will the customer be satis- 
fied with the premiums he receives? 
Will he find it easy to turn in his 
stamps? Will he be discouraged be- 
fore he attains his reward? 


factors are 


> When stamps were first intro- 
duced into a territory, their very 
novelty attracted new business, This 
is no longer true. Stamps alone will 
not do the job. Like anything else, 
they need to be merchandised, to 
be made part of an integrated pro- 
motional program, on a store level, 
a community level, and even a na- 
tional level. 

Most of the plans that are being 
offered are pretty much alike in 
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their fundamentals. Literature is 
available, and it is not too difficult 
to get salesmen to explain to you 
the competitive advantages of their 
own plans. They might even, if 
pushed, point out some of the dis- 
advantages of others. 

In the following pages AR pre- 


sents two reports on unusual devel- 
opments in the trading stamp ac- 
tivity, one from Detroit, the other 
from Pittsburgh. Neither of these 
can be transplanted bodily else- 
where, but we believe that both 
contain approaches that can well be 
pondered by admen. 44 


GOLD BELL AIMS AT 
THE WHOLE FAMILY 


By Haviland F. Reves 


The gift stamp incentive system 
is being widened to offer a specific 
appeal to every member of the 
family in a special promotional ef- 
fort of the Gold Bell Gift Stamp Co., 
operating in Michigan and Ohio. 
The traditional gift stamp plan has 
appealed directly to the lady of the 
house, and secondarily to “some- 
thing for the home” in which her 
preference will determine the choice 
in most families. Accordingly, the 
actual merchandising of the stamp 
plan typically has been directed to- 
ward the housewife. 

But according to George Golden, 
president of Gold Bell, “as in any 
other recognized industry where 
competition is keen, we find we 
must diversify our line, offer new 
sources of consumption for the same 
product, in order to keep our busi- 
ness operating at full capacity. 
After much searching, studying and 
testing, we have discovered new 
outlets which we believe to be eager, 
receptive markets for our trading 
stamps. As in our energetic past, 
we promise to exploit these new 
channels to the fullest.” 

This broadening of the field is be- 
ing done, not so much in the in- 
centive merchandise itself, as in the 
ways the firm’s own basic merchan- 
dise, gift stamps, are being dis- 
tributed and exploited. 


> The underlying appeal of the 
premiums is not being neglected, 
in fact Gold Bell is consistently ex- 
panding its offerings. Last Fall, 
coincident with the launching of its 
new three-fold approach to the 
family, a four-color 64-page catalog 
with about 2,500 gifts for selection 
was distributed — 500,000 by mail 
to homes in the two-state area, and 
an equal number through the more 
than 1,100 merchants participating 
in the plan. 

This attractively-packaged appeal 
to the housewife is the basic pro- 
motional attack made by Gold Bell 
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— a story that has already been 
told. 


>» The second is the man of the 
house, and here the firm is pioneer- 
ing into a new field for stamp com- 
panies, through its Steam-Ulation 
Program. The objective of this pro- 
gram is simply to stimulate the goal 
of a particular company or plant 
program, and this is broken down 
through sales representatives into 
individual contacts with business 
firms. 

With its wide array of individual- 
ly-chosen premium offers, Gold Bell 
is invading the field of the tradi- 
tional sales incentive plan. Accord- 
ing to William W. Briley, public re- 
lations chief of the firm, a direct 
effort to replace “hackneyed con- 
tests and shopworn premium pro- 
motions” is being made. 

The appeal is directed to any size 
of firm and virtually any type of 
operation. Sales incentives, im- 


Gold Bell Float . 


proved efficiency programs, accident 
reduction campaigns, and other 
plant operation objectives may be 
readily tied in with this approach. 

For the individual worker, the 
plan has the added gimmick that 
he can select his prizes and goal 
from a wider catalog than usually 
offered in a sales incentive plan, 
and he can take a step further and 
tie it in with the stamp saving being 
done by the rest of his household. 
No more potent weapon to get the 
wives vitally interested in seeing 
that their husbands make the best 
possible run in the shop race, what- 
ever the goal, could be devised. 

A further significant advantage 
of the plan is that it is, like a stamp 
plan, without time limit. Thus ar- 
bitrary dates do not discourage the 
worker. On the other hand, the shop 
plan can be worked out, if neces- 
sary, to build peak selling effort, in 
a manner similar to the double 
stamp days in retail stores or other- 
wise. 

Gold Bell has trained its sales 
representatives to review the spe- 
cific incentive plan of each potential 
industrial or business client or pros- 
pect of this type — and then to de- 
vise a completely workable plan to 
achieve the desired goal, with the 
Gold Bell organization handling the 
complete service program, from 
providing the incidental but essen- 
tial showmanship and promotion to 
the shipment of prizes. These spe- 
cial services, while familiar in the 
sales incentive field, are a new de- 
parture for a stamp company. 


> Third objective for the company 
is the child — and following a care- 


Co Foe Si, og 


. . The float first attracted attention in the opening parade at the 


Michigan State Fair, and then became the company exhibit. Feature was the presenta- 
tion of the special pioneer money belt, with pockets for coins, stamps and stamp books. 





ful study of various gimmicks, 
selection was made of an item with 
a new twist to the pioneer appeal 
that has been popular this year — 
a money-belt. This is a three pocket 
plastic unit, resembling buckskin 
in appearance, and is being pre- 
sented to youngsters as a modern 
version of the money-belt worn by 
the pioneers. 

First distribution was dramatical- 
ly made at the Michigan State Fair, 
where a complete area around a 
large float was used to present Gold 
Bell to the approximately 800,000 
visitors. The float itself contained 
revolving displays centered around 
a huge gold bell. The largest bear 
ever shot in Michigan, according to 
report, was mounted upright, with 
a necklace of small gold bells, an 
imposing figure, in the familiar pose 
of the Big Bear markets, major par- 
ticipants in the stamp plan. The 
pylon with sign for Speedway 79, 
another major participating organi- 
zation, revolved. 

Youngsters in Davy Crockett — 
or Molly Crockett — costumes rode 
on the float in the downtown pa- 
rade, seen by an estimated quarter 
million people the day the fair 
opened. At the fair itself, they were 
stationed on or around the float. 

Five girls in Crockett costumes, 
some of them with a shaped gold 
bell mounted over their costume, 
roller-skated through the fair 
grounds, distributing sample stamps 
and inviting fair visitors to see the 
Gold Bell display. Several coin-op- 
erated kiddie rides were nearby, 
providing further entertainment for 
the small fry. About one million 
stamps were assigned for sample 
distribution at the fair in ten days. 

On the belt itself, one pocket was 
designed for coins, one for loose 
stamps — so the child will have 
some place to put stamps on the 
return from the store — and a third 
pocket for currency or for the stamp 
book. A book went with each belt. 


> The belt itself is handled as a 
partly self-liquidating method of 
merchandising the stamps in effect. 
It is sold for 25 cents at all mer- 
chants handling the stamps, after 
its introduction through the cos- 
tumed salesmen at the fair. During 
the fair, each youngster buying a 
belt could have the’ envelope 
stamped as a validation, and receive 
a free ride on one of the kiddie 
units. Actual cost was 27 cents, plus 
handling charges of about 3 cents. 

Further promotional tie-in is the 
imprinting of the Gold Bell theme 
tones, used in radio and television 
advertising, on the belt as well as 
on the envelope. 

Original stock of the belts was 





e.conanerss 


for dealer-loading 
programs 


Terrific incentive 


Built-in store display 


The Windsor 

Folding Port-A- 

Table is a useful, 

wanted product 

that any of your 

dealers would 

be glad to take 

home — or use in 

his store. It solves two problems: gives a 
dealer sufficient incentive to buy in 
quantity — gets adequate display space 
for your product. The sketches above will 
help you think of dozens of ways to combine 
printed corrugated display material with 
the Port-A-Table for a perfect combination 
deal. You can easily design the right display 
to be packed right in with the table — or 
we'll help you. Let your imagination loose... 
come up with the perfect promotion! 
WOOD-GRAIN PERMA-CLAD FINISH on steel. 
Weighs only 23 Ibs., holds over 500 Ibs. Folds in seconds for 


Storage or carrying. 24” x 60” or 30” x 72” top—30” high. May be 
printed with your own message, design or color combination 


Nationally-advertised at $24.95 $ 6 5 0 
* 


Available in quantity as low as 
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uy 
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Wy a SN 


LT pdar 
(71ers 
Ss 


— 


7? . . . . . each 
Write — wire — call for prices, information 


WINDSOR METAL PRODUCTS, INC. © 36th & REED STS. © PHILA. 46, PA. 
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such bequtiful music! 


Every merchandiser knows that the 
most beautiful music is the ringing of 
the cash register .. . the sales of 
more products. 


Packaging can really help ‘’’ring the bell" 

and the best in cylinders assures 

you of the finest reproduction. Packaging 
printers who know, specify “Acme” 

for monotone and full color cylinders 

for foil, cellophane, paper and 

paper board products. — quatit¥ = 


Tell us how we can help you. it etive 
‘'s . © 
wt ac® 


gravure services,inc. 


Phone: CHesapeake 3-1377 1501 West Congress Street Chicago 7, Illinois 
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“JUMBO” PISTACHIO | 


——-NUTS— 


For A Thoughtful Holiday 


BUSINESS GIFT 


Deliciously Roasted, Slightly 
Salted—“Plump” COLOSSAL PI- 
STACHIO NUTS. . 
Ibs., packed in a Smartly 
signed Canister. . . 


-Generous 2 
De- 
-Shipped in- 
dividually to Your Holiday Gift 
List for Postage Only; Plus cost 
of each Canister— No other charge 

- Your Name ‘Personalized’ on 
side of Canister. TOTAL 
COST-(100 or more), 2 Ib. 
ister-ea. $3.00, plus 
(less than 100), 2 Ib. Canister, 
ea. $3.25, plus postage. . . We 
take the ‘Holiday Gift Grief’ off 
your hands, make _ Individual 
Shipments and Insert Your Per- 
sonal Greeting Card. . . . You Pay 
with ONLY ONE CHECK. . .Rated 


firms extended open account, 


Chicago Almond Products Co. 


Processor of Nuts since 1933 
(Dept. AR) 
3322 WEST NEWPORT AVENUE 
CHICAGO 18, ILLINOIS 


Can- 
postage— 
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Finer € Balloons 


That Build More CoO 


<“e 


Good Will _. 


Advertising 
Balloons 


Constant printing research has kept 
us years ahead of our competitors 
. you get balloons with clear easy- 
i read imprints. All Qualatex bal- 
loons are test-inflated . . . we know 
they hold air. Phone Betty Wolfe at 
Willard, Ohio, 231 for our prompt 
personal service. 
Mail Coupon Now For FREE QUALATEX Balloon 
Information. * 


~ "Guaranteed by’ me 
Good Housekeeping | 


45 sovrensco wast 


| 
The PIONEER Rubber Co. 
410 Tiffin Road 
Willard, Ohio 


Please send me: 


| () Name of my nearest QUALATEX 
Distributor. 


(] Free “Advertising Balloon Fact 
Pack” (Ideas, samples, prices and 
imprint worksheet). 


| Firm 

[| Address 
| City 

| Requested by 


a | 


. for more detcils circle 827, page 105 
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placed in each participating store 
on a guaranteed basis, so confident 
was the firm of its sale. Goal was a 
distribution of 500,000 by year’s end. 

“Our aim is to get youth savers 
interested and wrap up the family 
package,” said Mr. Briley. “Women 
are natural savers — and we now 
have our incentive saving program 
for men.” 


>» The appeal is designed to interest 
the youngsters themselves in saving 
for premiums that they themselves 
will want. With the increasing em- 
phasis being directed to youth, the 
family interest in stamps may also 
be re-directed toward something 
that the youngster wants — and 
provide a powerful motive for pur- 
chasing at the stores giving stamps. 


Ka 
vel 


As the trading stamp bandwagon 
rolls across the country from one 
market area to another, more and 
more super market operators are 
faced with the big dilemma: fight 
*em or join ’em? 

The answer to this question is 
more than a matter of quiet soul 
searching. For most operators, it is 
a long period of evaluation of vari- 
ous promotional methods, testing of 
a few and consideration of every 
pertinent fact about their particular 
markets and the stamp plans op- 
erating in them. 


>» There are three principal alterna- 
tives open to the super market op- 
erator faced with heavy trading 
stamp competition: 


1. Adopting some form of premium 
promotion such as redemption of 
cash register tapes — with or with- 
out a part-cash feature — for a 
wide variety of premiums. 

2. Adopting a competitive stamp 
plan, if one can be found in the 
area — or lured in, if the food chain 
is big enough. Too often, operators 
are finding today, by the time a 
small or medium-sized chain gets 
around to thinking seriously about 
using stamps, the strong programs 
are already tied up with competi- 
tors. The alternative of choosing a 
small, perhaps inferior, program is 
distasteful to many. 


3. Building its own stamp program 
tailored to fit its needs and the re- 
quirements of its market. 


For the families without children, 
Gold Bell feels that the incentive 
to help out “the nice child down 
the block” may become an effective 
means in stimulating purchasing at 
participating stores as well. 


> Gold Bell, which started public 
operations in March 1955, was ap- 
proaching the million mark in sav- 
ings books given out and the billion 
mark in stamps by early September. 
The goal set through the new ap- 
proach to the child saver — apart 
from the Steam-Ulation Program 
even — is the tripling of this num- 
ber of savers, with an estimated 
million child savers ultimately in 
sight and an equal number of child- 
less adults, saving to help out the 
children of neighbors or friends. «4 


GIANT EAGLE SETS UP 
ITS OWN STAMP PLAN 


> This third alternative is one that 
Giant Eagle Markets, a Pittsburgh 
chain of 34 stores, selected last July 
after two years of market surveys, 
promotion studies, and trial and 
error. 

The result of Giant Eagle’s de- 
cision was formation of the Profit 
Sharing Blue Stamp Company, issu- 
ing PS Blue Stamps to consumers 
of the western Pennsylvania area 
served by Giant Eagle stores and 
the allied merchants who joined in 
the program. The net result was a 
sales increase of 22 to 23% for 
Giant Eagle in the first few months 
of the program, with gains ranging 
as high as a fantastic 60°% for some 
of the smaller retailers. 


> But it wasn’t quite as easy as it 
sounds. Early in 1953 Giant Eagle’s 
ad manager, Al Derzak, began 
thinking seriously about stamps — 
at a time when competition in Pitts- 
burgh was showing new stamp ac- 
tivity. However, reluctant to em- 
bark on a permanent stamp pro- 
gram, Derzak tried many other spe- 
cial promotion ideas first, including 
a continuing tape redemption plan. 

Following a pattern which was 
especially familiar in 1952 and 1953, 
Giant Eagle offered a wide variety 
of merchandise premiums in return 
for specified register tape totals and 
cash which represented the mer- 
chandise cost plus a small mark-up. 
The effect of the program was 
strong during the opening period 
and at times of special promotion 
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if it’s that good. why hide it? 


It’s a natural. You’ve developed a good product line or service And its 21,000 plus advertising management readers are well 


that fits the needs of advertising men like a glove. Research says worth stimulating. Over $3 billion is spent annually by leading 
so. Your sales staff says so. Initial market tests indicate adver- 
tising departments should be going for it but good—from the 
ad chief down! 


advertisers and agencies on promotion, production and merchan- 
dising. Survey after survey proves the dominant participation 
which advertising management has in deciding on purchases 


in the following fields: 
Only thing wrong is they’re not—at least not in the volume 


you have every reason to expect. 


Printing 
If this puzzler is sitting on your desk, it might pay you to see 


Premiums 
if your sales story is in hiding—in publications ad managers 
don’t read, in brief cases of salesmen they seldom see. With hours Advertising Specialties 
seemingly getting shorter for advertising managers, their read- Point of Purchase 


ing and listening time for sales messages is pretty well limited Packaging 


to the few who specialize in their business. Contest Prizes 


That’s why it takes a publication like Advertising Requirements Printing Paper 
to get your sales story out in the open where it will do the most TV Films 


down-to-earth good. Devoted to 13 different divisions of adver- Art & Photography 

tising activity every month, suggesting new advertising ideas, ee 
i 2 

outlining methods and successful case studies, AR stimulates 


buying action as well as reading action. 


If it’s volume sales to advertising management you're after, start 
with a schedule in Advertising Requirements. [t°s a natural. 


1 Year (12 issues) $3 


Advertising Requirements 
eG ce 0 
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Slip Off the Cap... 
It’s Ready for Use! 


Works like a charm. Holds 100 
staples in barrel. Fastens 12 
sheets as securely as 2. Weighs 
only 112 ounces. 


rata IMPRINTING 

The colorful plastic barrels can be 
beautifully imprinted by the silk 
screen or hot press process. 


ATTRACTIVE il ame ts 


Each Duo-Fast 
Pocket Stapler 
comes in an at- 
tractive, hinged 
cover, gift box, including a 
box of 1000 refill staples. 


LIBERAL WYER ATS Le es 


The nationally advertised retail price 
is $2.95. Liberal quantity discounts 
are offered, including imprinting 
costs. 

Unconditional Guarantee 


The Duo-Fast Pocket Stapler is a quality 
product, fully guaranteed. If anything 
goes wrong with it, the factory will re- 
place or repair it without charge. 


Write today for Brochure PS-8 giving the 
complete story on uses, imprinting and 
— prices on the DUO-FAST POCKET 


DUO-FAST 


DUO-FAST SPECIALTY COMPANY 


860 Fletcher Street « Chicago 14, Illinois 


. .» for more details circle 784, page 105 
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such as the Christmas season and 
spring. “But,’ Derzak points out, 
“that gave us about a 60-day year. 
Around 305 of the 365 days were 
non-profit as far as the premium 
plan was concerned. This was not 
an effective means of combatting the 
year-round stamp program.” So as 
many chains around the country 
have done in recent months, Giant 
Eagle decided to drop its tape re- 
demption plan in favor of trading 
stamps. This decision was made 
even more urgent by the break of 
promotion by Top Value Stamps in 
Kroger stores before the PS Stamps 
were ready to roll. 

Top Value, the biggest competi- 
tion the stamp user has had in 
years, made a tremendous impact on 
the Pittsburgh market. In common 
with other operators, Giant Eagle 
lost sales soon after Top Value 
stamps came in. 


>In July, 1955, PS Blue Stamps 
were launched with a loud fanfare, 
chainwide, by Giant Eagle. In four 
weeks plus, Mr. Derzak says, the 
chain had not only regained lost 
ground but gone well above its 
previous sales position — the over- 
all gain averaging 22 to 23 percent, 
substantially more than the 15 per- 
cent or so needed to make the 
stamps pay their way. 

Embarking on a program of this 
magnitude took a lot more than a 
management decision at Giant 
Eagle. Problems of merchandising, 
warehousing, redemption reserves 
and so on are tough enough, not to 
mention purchasing and catalog 
preparation. But careful study by 
Mr. Derzak over a long period an- 
swered most of the questions, with 
the help and guidance he was able 
to get from Eureka Specialty Print- 
ing Co., supplier of most of the 
trading stamps in use today. 

Mr. Derzak, who moved to the po- 
sition of manager at PS when the 
corporation was set up, made two 
striking changes in normal proced- 
ure, both of which he feels have 
made the program more valuable 
to Giant Eagle and the other users: 


1. The plan was set up with an 
optional part-cash redemption basis 
— the only major stamp program 
to offer such a plan. In most stamp 
operations, consumers redeem filled 
books for premiums, and there is 
no alternative. On the PS plan, an 
item may be redeemable for several 
books of stamps, or for a relatively 
small number of stamps and a cash 
amount which equals the wholesale 
cost plus a 15 percent markup. 


2. In most “captive” stamp pro- 
grams, the organizing super market 
chain naturally retains a food field 


ADD PERSONALIZED PUNCH 
\ TO YOUR SALES PROMOTION 


YY. NA ei tte abd 


EPO B | 


Fires-up sales and dealer programs, 
conventions! for Executives, Salesmen, 


Dealers .. . Valued os business gifts! 


ALLIS CHALMERS 


Laem dd 


“Adver TIES’ WILL BE SPECIALLY MADE to faith- 
fully reproduce your Trade Mark, Slogan, or your 
Product . . . Many progressive-minded concerns, 
National and International, are regular users of 
“Adver TIES’. 


This high-grade neckwear is de- 
signed to your specific needs on 
Regular or Bow Ties—styled with 
‘dignity’ or with the ‘unusual’ 
touch . . . HAND MADE of high- 
est quality to give ‘zest’ to your 
sales program, convention, new 
product, or any special event... 


Write TODAY for details. Furnish 
ad samples and give estimated 


AMERICAN 


NECKWEAR MFG. CO. 
Dept. AR 
320 S. FRANKLIN ST. 
CHICAGO 6, ILLINOIS 


. .. for more details circle 759, page 105 


TRADE MARK 


USE MILE-O-DIALS IN- 
STEAD OF XMAS 
GREETING CARDS. COST 
NO MORE AND WILL 
BE KEPT! 


The Ideal all year round 
“Give Away’’. Tells Gas 
Mileage at a Glance 


A powerful business-builder—and a ‘‘safe-driv- 
ing’’ inducement all in one! Every driver wants 
to know his gas mileage and MILE-O-DIAL tells 
exactly. Handy 4” square rotating dial pocket 
calculator, printed on durable soil resistant 
stock in red and blue, with YOUR IMPRINT or 
ad in the center, instantly calculates gas mile- 
age. Back of card has space for recording gas 
purchases, miles traveled plus Safe Driving 
Chart to show mileage per gallon at various 
speeds! Will be saved and used regularly— 
COSTS ONLY PENNIES. Send for MILE-O-DIAL 
samples now! Enclosed 25¢ to cover cost of 
mailing and handling. Agents Wanted. 
KENWAY PRODUCTS, 759 N. Milwauke St., 
Dept. 26, Milwaukee 2, Wis. 


CLIPPINGS! 


We read over 3,200 Business, Farm 

and Consumer magazines as listed 

in Bacon’s 1956 Publicity Checker. 
Checker on approval $15.00 


SPECIALIZED CLIPPING SERVICES 


1. Publicity 3. Competitive Ads 
2. Competitive Publicity 4. Subject Research 


BACON’S 


CLIPPING BUREAU 
343 So. Dearborn St., Chicago 4, Illinois 
EN rumor oak) 


. «+ for more details circle 761, page 105 





exclusive for itself. Giant Eagle, 
however, made no such demand on 
PS. The stamp company will not 
give a franchise to a substantial op- 
erator having stores very close to 
Giant Eagle markets, of course. But, 
except for that, other chains or in- 
dependent grocers in the general 
area are welcomed as participants, 
and the best testimony on the sin- 
cerity of this plan is the fact that 
Fox Grocery Company of Charleroi, 
Pa., a few miles south of Pittsburgh, 
has recently joined the program for 
use by any of its 175 Clover Farm 
voluntary chain members. Individ- 
ual independents fairly close to 
Giant Eagle Stores have also joined 
the program. 


> Mr. Derzak’s reasons for these in- 
novations were simple ones — to 
make the program distinctive and 
give it an appeal to consumers 
which no competitive stamp plan 
had, and to build the PS name as 
quickly and as widely as possible. 
“We didn’t want to be able to say 
we also have stamps,” Mr. Derzak 
points out, “but we wanted to have 
something that no one else had. Our 
customers don’t have to wait until 
they have filled books to get desired 
premiums, and this is a big selling 
point with many consumers. An- 
other prime consideration with us, 
since we are fighting two of the big- 
gest stamp companies in the coun- 
try, is to make ours well known 
rapidly. Since the food store is the 
hub of a stamp plan, the more food 
stores issuing PS Stamps, the better 
known the name and the program 
will become. 

“In other words, we _ offered 
stamps to other grocers not so much 
from a profit-making standpoint as 
to make PS Blue Stamps a by-word 
in the area. Even at this early date, 
we feel we are moving rapidly to- 
ward that goal.” 


>» Except for these important differ- 
ences, the PS program is much like 
any other stamp plan. The Giant 
Eagle stores and some 200 Allied 
retailers issue one stamp for every 
10 cents of purchase in their stores. 
Each PS saver book holds 1200 
stamps, and Mr. Derzak stresses 
that the company endeavors to 
meet any competition in redemp- 
tion values. 

The PS catalog is a_ black-and- 
white book listing some 340 items. 
About a hundred more are stocked 
in the downtown Pittsburgh re- 
demption center, and many of them 
will be incorporated in a new cata- 
log now in preparation. The new 
catalog will have a total of 400 
items, and will be printed in four 
colors. Redemption values in the 
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“Do you give premium stamps?” 
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present range from one-half to 15 
books, with an average retail book 
value of $3. The new catalog will 
increase the range to values up to 
25 books. 

The redemption rate so far has 
run approximately 75 percent for 
books alone and 25° part cash, 
though at Christmas time the cash 
redemptions increased to give about 
a 60-40 ratio. 


>» In the first six months or so of the 
program, total redemptions reached 
15°: of all stamps issued, somewhat 
ahead of the average experience for 
a beginning stamp program. This of 
course was attributable in part to 
permits the consumer to obtain de- 
sired premiums with fewer books. 
For this reason, though PS has so 
far set up a cash reserve of only 
40 to 50°. to cover redemptions, in- 
cluding $75,000 inventory. Mr. Der- 
zak is already determined to re- 
evaluate this amount, since re- 
demptions are running higher than 
anticipated for the early period. 
The issue now about 40 million 
stamps a month — is also somewhat 
ahead of original estimates. 

From Giant Eagle’s standpoint, 
the PS plan has been a great suc- 
cess. The sales increases realized 
have come from two sources, Giant 
Eagle believes — a combination of 
more people visiting the store and 
larger purchases per customer, The 
latter fact, of course, is very sig- 
nificant in that it suggests a positive 
gain rather than customer swapping 
between competitive stores. It also 
keeps the increased checkout load 
for the additional volume to a mini- 
mum. 

Furthermore, the chain found, the 
first department to show a sharp 
increase in sales was the meat de- 
partment, and this gain has been 
well maintained. Both new traffic 
and higher purchases by regular 
customers have contributed to this 
boost in a crucial, high-profit part 
of the stores. 

Allied accounts, which represent 
a little more than 50 percent of the 
total PS volume, 


have achieved 


equally good results — and even 
greater percentage increases. They 
have had help from the PS man- 
agement in the form of advice on 
setting up the plan and such tan- 
gible aids as lithographed banners, 
pennants, window decals and ad 
mats. 


> Giant Eagle regularly devotes 
about one-sixth of the space in its 
newspaper advertising to the 
stamps, frequently presenting week- 
long specials at reduced book value. 
Page ads were used to announce the 
opening of the Pittsburgh redemp- 
tion center. 

In addition, bus posters have been 
used consistently to advertise the 
program, with insert cards featur- 
ing the names of new accounts for 
two weeks all the time. Radio and 
television spots put similar empha- 
sis on new stamp users. 

Cost of the program for Giant 
Eagle has been very close to the 
standard 2% of gross sales which 
any substantial chain can expect 
with a stamp plan. Similarly, the 
related independent operators have 
held to standard costs of 2.3 to 2.8%, 
depending on the volume of their 
stamp uSage. 


» Looking back on the development 
of the PS program, Giant Eagle 
management is convinced it took 
the right course. While the chain 
thought long and hard of adopting 
one of the major stamp programs, it 
is thoroughly convinced now that 
the additional flexibility in policy 
achieved through setting up its own 
program was an important factor. 
And the fact that Giant Eagle and 
PS are building area-wide identifi- 
cation with a distinctive program 
has made the extra work involved 
in building a new stamp company 
seem well worth while. 44 


Stampagraph Transfers 
Described in Catalog 


Samples and a catalog showing a 
wide variety of hot iron transfers 
available for premium use can be ob- 
tained from the Stampagraph Co., 
Bronx, N. Y. 

According to the company, the 
transfers can be used to identify or 
decorate almost any type of textile 
product including T-shirts, playsuits, 
denims, socks, pajamas, and so on. 

While special designs can be made 
up for exclusive use, the catalog 
shows a large number of stock de- 
signs including alphabet and 
several complete assortments of 
boys’ and girls’ names. 


sets 


... for more details on ad on following spread circle 868, page 105 
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THE PRINTER AND 
THE KITE 


‘The most famous flier of kites in history was a 
printer. As every schoolboy knows, Benjamin 
Franklin flew a kite in a thunderstorm and thus 
determined the electrical nature of lightning. With 
his practical printer’s mind, Franklin was also the 
first to turn this newly found energy to a useful 
application. He devised the world’s first electrical 
battery and the first electrical cooking apparatus. 


Practical ingenuity is second nature to every 
printer. Every step of printed production calls 
for the application of skill and common sense 
because each job is different in its specifications. 
Type composition, layout, plates, and presswork 
are a combination of variables which calls for a 
practiced skill and the instinctive solution of 
problems. The selection of paper, too, is one of the 
variables in which the printer’s good judgment 
may be relied upon to achieve graphic success. 


Printers know that the Westvaco line offers the 
proper and practical paper for outstanding results 
in letterpress, gravure, or offset lithography. 
Weight and texture, uniformity and durability 
during the press-run, and economical advantages 
are factors that invariably call for a Westvaco 
printing paper. Printers and advertisers have long 
ago discovered that Westvaco fine papers enhance 
the visual attractiveness of a graphic message at 
no extra cost. 


‘Take Sterling Offset Enamel, for instance, which 
is used for reproducing “The Fish Kite” by 
Robert Vickrey at the right. You'll see this and 
other papers of the Westvaco family in graphic 
action when you receive Westvaco Inspirations, 
No. 205. If you are not on the mailing list for this 
publication, write to any of the company addresses 
on this page or to nearest Westvaco distributor. 


COVER ARTIST 


Robert Vickrey, a young painter who has already won 
considerable national recognition, was born in New 
York in 1926. He studied at Wesleyan University, at 
Yale and the Art Students League. His paintings have 
been purchased by the Whitney Museum, the Lakeland 
Museum, the Rio de Janeiro Museum of Modern Art 
and by private collectors. His work has been exhibited 
at the National Academy Annual Show, the Metropoli- 
tan and Springfield Museums and the Circulating Ex- 
hibition of the Museum of Modern Art, New York City. 


WEST VIRGINIA PULP AND PAPER COMPANY 


Sales Offices: 

230 Park Avenue, New York 17 
35 East Wacker Drive, Chicago 1 
503 Market Street, San Francisco 5 
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A New Plan for 


One of the less pleasant tasks in 
the Christmas gift activity, accord- 
ing to comments received in AR’s 
annual survey on the subject, is 
selecting the gifts to be bought. 
Company executives who have this 
assignment rack their brains trying 
to think of something that will be 
within their budget, that will bring 
pleasure to all the names on the list, 
and that will be universally accept- 
able. Hours are spent reading cata- 
logs and seeing salesmen. 

To meet this problem, a new de- 
velopment in Christmas gift-buying 
has sprung up within the past few 
years — the selective gift certificate. 
Its proponents claim that this is the 
only way in which maximum satis- 
faction can be achieved. They point 
out that no one gift can meet the 
interests of an entire list, and yet 
it is manifestly impossible to select 
separate gifts for each individual on 
a business’ list. 

To see how it works, let’s go 
through the operation step-by-step 
according to the procedures adopted 
by one of the plans. The others op- 
erate on much the same level, with 
minor variations in who does what, 
and in the types of gifts offered. 


> Once you, as the buyer, have de- 
cided to use the certificate plan, 
you make up your list of recipients, 
and decide the amount of money 
you wish to spend on each, At this 
point, the gift company takes over 
and handles all further details. 
Each recipient gets a hand-ad- 
dressed envelope, with a handsome 
folder. The front, in a Christmas 
design, indicates the name of the 
donor as specified in the original 
plans. Inside the folder is an illus- 
trated catalog, which shows the gifts 
from which selection may be made, 
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Selective gift certificate plans, which 


allow the recipient to choose his own gift, add a 


new dimension to the business gift field. 


There are a dozen or so objects, of 
varied appeal, in each catalog. 

Also enclosed is a postcard with 
a business reply permit. The re- 
cipient checks off his selection, signs 
his name and address, and drops it 
in the mail. It is returned to the gift 
plan company, which wraps the 
chosen gift, inserts an announce- 
ment card with your name on it, 
and sends it off immediately. 

You are then billed for the num- 
ber of gifts sent out, according to a 
consolidated report which shows the 
names and addresses of the recipi- 
ents and the item each selected. 


» Variations on this basic plan oc- 


Typical . 


cur from company to company. 
Some of them supply you with the 
gift catalogs and ask you to handle 
the mailing or distribution. In some 
the return postcard comes back to 
the certificate concern, in others, the 
card is mailed back to you and you 
forward it. In some plans, you pay 
a flat sum, regardless of the gift 
selected, while in others, you are 
billed a specific charge for each 
selection, which vary around an 
average figure. In one catalog, for 
example, the cost to you of gifts in 
the $10 group will run from $8.23 
to $11.81. 

But regardless of the specific de- 
tails, all the plans agree on a num- 


. . This gift book certificate is typical of available plans for easing business 
gift selection. While various plans differ in some details, the basic idea is to give the 
recipient a chance to choose a gift he really wants, 





ber of advantages for the 


e The recipient can choose some- 
thing he prefers, rather than some- 
thing you think he would like. 


@ The recipient has the opportunity 
of bringing the catalog home and 
consulting his wife on the selection. 


idea: 


@ There are two impressions of the 
donor’s generosity: once when the 
gift certificate arrives and again 
when the gift itself comes. 


e There is a considerable saving on 
time within the donor’s organiza- 
tion. 


@ It is sometimes less embarrassing 
to a recipient to have an envelope 
arrive at the office rather than a 
package. He can, at his option, have 
the gift sent directly home. 


» There are a number of companies 
which are in the gift certificate busi- 
ness. AR is not able to vouch for 
any of these listed, nor can we claim 
that this is a complete list, since 
companies have tried this method 
of operation, only to drop out after 
a year or two, while new ones enter. 
AR has been in touch with these 
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Judging from the kinds of gifts 
AR’s inquiring editors have been 


able to find, there is no dearth of 
suitable items from which the busy 


as 


executive can make a _ selection. 
They come in all price ranges, to 
suit all tastes. It is rather a matter 
of having too many to choose from, 
rather than too few to offer an ade- 
quate selection. Here is a further 
list of things that we consider new, 
unusual, and interesting. Another 
list will appear in our November 
issue. 


e Rum Cakes . . . Napoleon’s fa- 
vorite delicacy made from a recipe 
that dates back to over 200 years 
ago. Each tin holds 18 to 22 of the 
bite-size cakes. Prices are listed at 
$15.50 per dozen tins, and $2.15 to 
$2.25 for individual tins. 


Charlotte Charles, 


1715 Church St., 
Evanston, Ill. 


@ Delano Reproductions . The 
magic of the Southwest for the 
office or home in a portfolio of four 
full-color reproductions from the 
original paintings by Gerard Curtis 


companies, and knows that they all 
have descriptive material available 
for this Christmas season. Write 
them directly for further informa- 
tion. 


® Certif-A-Gift Co., 829 Chicago 
Ave., Evanston, Ill.... Ten gift 
groups from $4.85 to $100. About a 
dozen gifts in each group. 


® Christmas Gift Portfolio, Chester 
Pike & Pennsylvania Ave., Prospect 
Park, Pa. . . . $10 group, with near- 
ly 100 gifts listed in an especially 
impressive catalog. 


e H. L. Joynt Inc., 606 Stephenson 
Bldg., Detroit, Mich. . . . The origi- 
nator of the gift certificate tech- 
nique; offers five price groups from 
$5 to $25, including magazine sub- 
scriptions, food and non-food items. 


@ Maritz Sales Builders, 4200 Forest 
Park Blvd., St. Louis 8. . . Five 
price groups, from $6.70 to $50; 
about 18 gifts in each. 


@ Prize House, 516 W. 34th St., New 
York 1... Five different price 
groups from $5 to $100; about 20 
gifts per group. 44 


AR Presents Its Second 
List of New and Unusual 


Gifts for Business Giving 


Delano. Each reproduction is 92x 
12” with charcoal gray borders that 
harmonize with most wall colors. 
The bright red folder is decorated 
on the outside with Delano’s paint- 
ing signature and a good luck In- 
dian symbol. The inside cover car- 
ries personal notes on the artist. 
Each set of four reproductions re- 
tails for $5. 


Delano Studios, P.O, Box 665, 

Denver 1 
@ Prehistoric Animals . . . For the 
one “who has everything,’ we'd 
suggest a Dinosaur — scale-model 
of course. These 6” replicas are 
carefully and colorfully reproduced 
in high-glazed porcelain. Among 
the 10 varieties included in the 
selection are the “Allosaurus” the 
meat-eating terror, and the “An- 
klyosaurus,” a tank with a skull- 
cracker tail. Each little dinosaur is 
accompanied by a card describing 
its physical characteristics and hab- 
its. Prices range from $2 each, to 


$15 for 10. 


Abbeon Supply Co.. 179-53 Jamaica 
Ave., Jamaica, N. Y. 
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Gift Sensation 
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CLIP 


A SMART DESK PIECE 
USE IT FOR MEMOS 
REMINDERS TO YOURSELF 


FOR SPECIAL MAIL 
AND TELEGRAMS 


INSTRUCTIONS TO SITTER 

COCKTAIL NAPKIN HOLDER 
AT TELEPHONE FOR MEMOS 
FOR SHOPPING REMINDERS 


with 


The Texas Paper Clip is 8' 2 inches 
high with a 7'/2 inch Goldtone Clip 
and your advertising message is 
stamped in 23k gold on the beauti- 
ful contrasting black base 


Gour pal for Lite | 
SMART NEW DESK PEN 


You can give this desk pen with 
pride for it is a gift that will be 
prized by any executive Choice of 
colors as follows 


Goldtone pen holder with black pen 
Black pen holder with black pen 
White pen holder with white pen 
Red pen holder with red pen 


All pens have the attractive gold- 
tone bond as illusrated, and all 
have the beautiful black base per- 
manently imprinted with 23k gold 
This pen is a perfect writing in- 
strument and fillers can be ob- 
tained everywhere. 


SAMPLE OF EITHER THE TEXAS 
PAPER CLIP OR THE TEXAS 
DESK PEN WITH INDIVIDUAL 
OR FIRM NAME IN 23k GOLD ON 


ACCEPT THIS BLACK BASE 


SPECIAL 


INVITATION! 
———$——— 
SALES PROMOTION SPECIALTIES 
—_—_—_———————— 


( P.O. Box 12] — Evansville 5, Ind 


. . « for more details circle 820, page 105 


. . . $2.00 POSTPAID 
See Your Local Advertising Spe- 
cialty Counselor or Write Today 
tor Sample and Quantity Prices 


Add the Magic Attraction 
of Magnetism 
To Your Holiday Gifts! 


U.S. Pats. 2,448,611 
& D178,032 


. .Powerful Magnetic Closure Holds 
10 Bills or More Snugly. 


..Daily Reminder Impression for 
Your Goodwill Message. 


..Handsomely-Styled Pliable Calf 
Grain Vinyl—a pleasure to use. 


. Popularly Priced for Volume Use. 
This is just one of many unique 
and novel magnetic specialties 
in the new Magnex Line. 

See Your Advertising 
Specialty Jobber and Get Your 
Holiday Order In Early 


. . » for more details circle 821, page 105 
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FOR PREMIUMS AND 
ADVERTISING SPECIALTIES 


IMPRINT 
INTEREST 
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MANY OTHER ITEMS 
WRITE FOR CATALOG TODAY! 


STEGEMAN SPECIALTY MFG. CO. 


P. O. BOX 63 DPT. A NEWPORT, KY. 
- for more details circle 854, page 105 


HAMILTON WRIGHT 
ORGANIZATION, INC. 


SAYS we. 


We Get 25% More 
Clippings From 


CSTABUSHED 888 
PRESS CLIPPING BUREAU 
BArclay 7-537) 


165 Church Street New York 7, N.'Y, 


. for more details circle 765, page 105 


can have 4000 proofs now —an id 
1000 new ones yearly. Pay only for 
what you use @ $2 each or ati n- 
limited use for $9.95 monthly. We 
license only rated agencies & Nat. 
Advtsrs. Handbook #9 now ready— 
send for License Form and samples. 

STIVERS STUDIO 
BOX 3684 * SAN FRANCISCO 19, CALIF. 


. for more details circle 853, page 105 


You Don’t Have To Be An Artist To Use A 
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VARIGRAPH CO., Inc., Madison 1, Wis. 


. for more details circle 864, page 105 
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© Gift Jellies with Tray ... Novel 
fish-bowl jars filled with famous- 
brand, 100% pure jams and jellies 
come packed in a graceful, leaf- 
design Silverglass tray. Packed in 
gift boxes with acetate covers, price 
of the items is listed at $19.80 per 
dozen boxes. 

Mactavish Preserves Inc., 230 Third 


St., Brooklyn 15. 
®@ Golden Secretary ... A hand- 
some desk accessory that combines 
a clock, thermometer, pen and pen- 
cil set. Enhanced by angle vision, 
the clock has a base and rim of 
24K gold-plated metal and three 
dimensional Arabic numerals deep- 
etched and filled with gold on the 
crystal dial. Ball point pen and pen- 
cil rest in swivel-type holders built 
into base of clock. Dial thermom- 
eter is built into crystal part of 
clock. Unit measures 742x614x414” 
and retails for $22.95. 


Haddon Products Inc., 2006 Canal- 
port Ave., Chicago 8. 


@ Gold-Plated Golf Tee ... Per- 
manently gold-plated with a special 
spring head, this personalized golf 
tee has a drag-tag which can be 
engraved with his name or a mes- 
sage from you. Priced from 65c to 
80c each. 


Alfred Farber Enterprises Inc., 71 
West 23rd St., New York 10. 


® Deluxe Ball Point Pen... An 
instant-starting ball point pen that’s 
been developed for dependability. 
The super-size ink cartridge assures 
long-term usage. Retail price of de- 
luxe model, $3.75. 


Esterbrook Pen Co., Delaware Ave. 
and Cooper St., Camden 1, N. J. 


@ The ’Nicer . . . A smart-looking 
basket with an unbreakable, remov- 
able container that can keep a full 
gallon of ice cubes all day. Avail- 
able in red, blue, green or yellow, 


the unit with basket is priced at 


$9.95. 
B. F. Goodrich, Shelton, Conn. 


@ Fireplace Lighter ... A gleaming 
brass lighter that ends the bother 
of using paper and kindling to start 
fires in a fireplace or barbecue oven. 
914” size contains one quart kero- 


sene. Retail price is $6.95. 


Luger Products, 12 East 25th St., 
Minneapolis 4. 


@ Cheese in Casseroles . . . Tasty 
cheddar cheese in smartly-designed, 
highly-glazed ceramic casseroles 
that can be used later for baking 
and serving. Set of six 12-ounce 
casseroles in assorted pastels and 


black retails for $8.95. 


Ye Olde Tavern Cheese Products 
Co., 3949 W. Lake St., Chicago 24. 


@ The Weather Pillar ... An un- 
usual instrument that combines all 
of the measuring devices needed for 
a weather forecast. The 7” unit in 
black enamel and brass can be im- 
printed with recipient’s name or 
your message. Complete with ba- 
rometer, thermometer, hygrometer 
and compass, the Weather Pillar re- 
tails for $40. Other models range in 


price from $12.50 to $40. 


Edroy Products Co., 480 Lexington 
Ave., New York. 


© Kings Men Gift Sets ... Matched 
crystal flagons with distinctive 
knights-head tops. 3.5 oz. bottles 
contain after-shave lotion and lux- 
ury tale in the “Thistle & Plaid” 
masculine fragrance. Gift boxed, 


Coronet Duo set retails for $1.90. 


Jules Montenier Inc., 4401 W. 
North Ave., Chicago 39. 


® Oriental Delicacies . . . Authentic 
Chinese teas and almond cakes 
make an exotic gift possible on the 
most unimaginative gift budget. 
Packed in a brilliant gold tray, the 
teas — Jasmine, Black, Green and 
Oolong — retail for $1.35 per set, 
while the Almond cake — made 
from an authentic Chinese recipe 
and packed in a handsome metal 


can, retails for $1.65. 


Cathay Industries Inc., 30 Church 
St., New York 7. 





e Imported Droste’s Chocolates .. . 
A 14 ounce tin that contains 17 
varieties of famous-brand assorted 
chocolates imported from Holland. 
Each piece in the three layers is col- 
orfully and carefully foil-wrapped. 
Packed six tins to a shipping carton, 
retail price is $3 per tin. 


H. Hamstra & Co., 91 Seventh 
Ave., New York 11. 


@ Success Story ...A folder from 
Libbey Glass illustrates a number 
of specially decorated glassware 
sets used by well-known companies 
as gifts for special occasions. Addi- 
tional information on glass_ sets 
designed for Christmas-giving is 
available from the company. 
Libbey Glass, P.O. Box 1035, Toledo. 


@ Magnetic Telephone Index . 
Appreciated on any desk, this new 
telephone index opens to the right 
card with one “feather touch” mo- 
tion and tilts back to lie perfectly 
flat for easier writing. The cards in 
the index are held together by an 
Alnico magnet which allows easy 
insertion or removal of individual 
cards. The magnetic index is gift- 
boxed and can be imprinted with 
the recipient’s name or your mes- 
sage. 


Autopoint Co., 3200 W. Peterson 
Ave., Chicago 45. 


e Automatic Tea-Brewer ... A 
new item that eliminates the bother 
of removing the tea-leaves. The 
“Tea-O-Mat” brews two to eight 
cups of tea in just three minutes, 
and separates the leaves from the 
liquid automatically. Pyrex bowl 
with stainless steel trim retails for 
$6.95 —  copper-trimmed bowl, 
$7.95. 


Jet-O-Mat Inc., 2900 Emerson Ave., 
South, Minneapolis 8. 


© Louisiana Strawberries ...Whole 
preserved strawberries picked at 
the peak of perfection, preserved to 
the peak of confection. Gift pack- 
aged in wooden pails that can be 
imprinted with giver’s name or 
message if ordered in quantities 
before Dec. 1. Four lbs. net, $4.95. 


European Import Co., Preston at 
Main St., Houston 


e Stanley’s “Car-Pak” . . . Easy to 
store in a glove or trunk compart- 
ment, this foldable plastic kit holds 
pliers, wrench, and three screw 
drivers all made by a reliable tool 
manufacturer. Unit, complete, re- 
tails for $4.98. 


Stanley Tools Division of Stanley 
Works, New Britain, Conn. 


© Norrisware Sets Stainless 
steel and gleaming copper in mod- 
ern design that features “waterless” 
cooking because of the vapor seal 
rim construction. Special plastic 
handles allow Norrisware pieces to 
be used in the oven as well as on 
top of the stove. Sets come boxed 
in 5, 8, and 10-piece starter sets. 


Norris-Thermador Corp., 5215 S. 
Boyle Ave., Los Angeles 58. 


@ Three Favorites From the 
House of Herbs comes a “season 
delight” in a set that contains garlic 
wine vinegar, fresh herb mustard 
sauce, and a jar of Dash, the famous 
seasoning salt. Set includes a “Rec- 
ipe Magic” cookbook. Retails for 
$2.00. 


House of Herbs Inc., Salisbury, Conn. 
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3 PFAELZER STEAK © 
GIFTS for your list. 
Gift 2b 


' 
12 Pfaelzer Steaks 
(8 Filet Mignon, 4 
Jumbo Boneless Sir- 
loin) approx. 11/4’ 
thick. 


$30.00 


Order TODAY! Orders 
acknowledged 
promptly. 
Also available: 
Gift 2: Box of 16 Filet 
Mignons, approx. 
1%" thick ......$30.00 
Gift 1: Box of 8 jum- 
bo Boneless sirloin, 
opprox. 11/4" thick... 
scetatsinenbeaoacs ae 
All orders shipped 
R.R. express PREPAID! 
Card enclosed. 10 or 
more boxes earn 2% 
discount. All prices 
subject to change. 


Dept.A-2 © Union Stock Yords ® ‘Chicago | WwW, 
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The A/RCON 


The Executive 


Gift 
THAT’S DIFFERENT! 


STANDARD’S 
THERMOMETER-HYGROMETER 


A beautiful desk model that belies 
its low cost. Two useful accurate 
weather instruments on one dial 
with space for company name or 
insignia. Truly a quality gift, 
equally useful in home or office. 


Available from your specialty 
jobber. 


FOR ILLUSTRATED BROCHURE Si 
> w o, ON THE 


STANDARD IMPRINT 
LINE OF BUSINESS 
GIFTS 


AND THE 
SWIFT EXECUTIVE 
GIFT LINE 


wie 


STANDARD THERMOMETER CO. 
DEPT. AR-10, 952 DORCHESTER AVE. 
BOSTON, MASS. 
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There’s no doubt that you’re looking at the best when you watch the 
famous rope trick... and you'll recognize the same quality of superiority 
the very second you see and touch Rising Winsted Wedding...head 
and shoulders above all other formals in its rich beauty, its lasting crisp- 
ness. Created by Rising Paper Company of Housatonic, Massachusetts. 


KRising 


FINE PAPER AT ITS BEST 
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unehriouds [oast 
for artistry in leather... 
a TIGER BRAND 
FATLIQUORS 
SA 


Wise selection of paper adds impact to 


this business paper campaign; inserts make 


it possible to obtain economies in produc- 


tion and to bring full-color cds within 


the range of alow budget. 


—— Mow \_ 


yp Morr ges | 


’ 


for a sumptuous serving of befter leother 


Effectiveness for [\JSERTS 


When you want to get quality 
plus economy in business paper ad- 
vertising, it’s a good idea to start 
with the idea of an insert, accord- 
ing to Sam Gerber, a Boston ad- 
vertising man with his own one- 
man agency. And the proper selec- 
tion of paper is basic to the effec- 
tiveness of the insert. This was the 
key to a very successful series of 
inserts that Mr. Gerber prepared 
for his client, Salem Oil & Grease 
Co., Salem, Mass. 

Salem Oil & Grease makes chem- 
icals for the leather trade, a rather 
unattractive product, without much 
glamor or oomph. Its customers are 
the people who prepare the raw 
leather for the people who make 
the shoes for the people who buy 
and wear the shoes. A long way 
from the ultimate consumer, but 
this is no reason that ads must be 
stodgy and uninteresting. And com- 
petition is too keen to permit this. 


» In outlining the requirements of 
the campaign, Mr. Gerber studied 
the situation, and came up with 


four guiding points: 

@ Four colors 

@ Short message 

e A tried slogan “Controlled Pene- 

tration” 

e Refined fashion approach 
Looking at these specifications, it 

was quite obvious that a letterpress 

campaign in full color would fill 

the bill — but at what cost? This 

would undoubtedly run far beyond 

the available budget. So again, as 

in the past, offset inserts sounded 

as if they would fill the bill. 


> Three magazines were included 
in the schedule. With different cir- 
culations and different appearances 
of special and traditional issues, a 
plan of using three different ads 
was worked out, trying to give con- 
tinuity to the campaign as well as 
trimming down printing costs. Each 
insert was to be run a number of 
times, on a rotating schedule. One 
of the ads ran seven times, another 
eight, and the third, which was 
used in only two of the publica- 
tions, only six times. 


The costs were gone over with 
Lloyd Higgins of Higgins Reproduc- 
tions Inc., Boston offset platemaker 
and printer, who had worked with 
the Gerber agency on many earlier 
jobs and knew his way of working. 
The first rough figure was given 
on the basis of a telephone descrip- 
tion, without any layouts to go by! 
While this could be dangerous, the 
two men had worked together suf- 
ficiently long to do this without too 
much risk. 


>» Copy came next, from the type- 
writer of Mr. Gerber. The brief copy 
and a rough idea of the format de- 
sired was turned over to Richard L. 
Dunbar, Boston free lance artist. 
Two of the ads were to be in four- 
color, the third in only three. The 
layouts were finished in two weeks, 
and were used to obtain firm esti- 
mates from Higgins. 

The next problem was to deter- 
mine the run of each insert. Fortu- 
nately, two of the three magazines 
were nearly the same size and the 
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TS med a 


mileage 


from your 


use MILLERS FALLS 


Onion Skin 


25 Percent Cotton Content 


Cut paper costs by using Millers 
Falls Onion Skin for producing 
letterheads, enclosures, office and 
factory forms, etc. in place of a 
heavier weight paper. Sheet for 
sheet, onion skin costs less 
money, yet does the same job. 


Get your Free copy 
of this handy booklet. 
“One Lesson Course 
in Onion Skin”. 

It tells you the why. 
when, where and 
how to use Onion 
Skin Paper. 


CL) Send me a 100 Sheet Trial Packet. 
| enclose 50 cents to cover cost. 


C) Free “One Lesson Course” Booklet 


Company . 


Company Address . 


pocoocooscorr rr 


Millers Falls Paper Co. 


Millers Falls, Massachusetts 
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third not much different, so those 
ads could be printed in combination 
from the same plates. For greatest 
economy, the schedules were jug- 
gled a little bit, taking advantage 
of the fact that the magazines’ dis- 
tribution - was not constant from 
issue to issue. That made it pos- 
sible to print the two four-color 
ads side by side on a single run 
which would take care of all in- 
serts for the two standard size pub- 
lications. This same set-up, but 
trimmed differently, took care of 
the third magazine. The three-color 
ad appeared only in the two stand- 
ard books, and it was run two up. 


» While the layouts were being 
finished, the rest of the require- 
ments were pinned down. All art 
was finished in black and white, 
allowing the color to be matched by 
the lithographer from the color 
dummy. This permitted considerable 
economy, both in art and in pro- 
duction, but it was possible to do 
this only because of the confidence 
that could be placed in Higgins to 
handle the job reliably in this man- 
ner. 

But the paper had not yet been 
chosen, and paper was basic to this 
job. Since the central features of 
the design constituted hides of 
leather, Sam Gerber started looking 
for an offset stock with a fancy 
finish, leather-like in texture. 
Coated paper was dismissed, since 
apparently everybody else printed 
their inserts on this kind of paper. 
In addition, coated stock requires 
the best halftones and the best 
printing for crisp reproduction, In 
addition to the too high cost, it just 
didn’t fit the job. 


Sample book after sample book 
were combed, looking for a nice, 
leathery offset stock, with a good 
body weight. But none seemed to 
fill the bill, and Mr. Gerber was 
about ready to give up when he got 
a call from Walter Dobson, paper 
salesman for Boston distributor 
Storrs & Bement. Mr. Dobson 
rushed the sample over, and it, to 
use Sam Gerber’s own words, was 
there “in all its majestic beauty. Ex- 
quisite craftsmanship, captured in 
paper. Superbly grained, leather- 
like in texture, soft and gentle to 
the touch, a leathery finished tex- 
ture that gave an illusion of three 
dimensional sculpturing. A superb 
piece of offset stock.” 

After such a rhapsodic descrip- 
tion, which turned out to be justi- 
fied by the end result of the insert, 
this stock should be fully identified. 
It was Rising Winsted paper, basis 
17x22-32#, Levant finish. Several 
sheets were tested for press per- 
formance at Higgins Reproductions. 
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Almost Delectable . . . ‘Sweet Treat’’ 
insert compares proper chemical blend- 
ing for fine leathers with art of pure 
candy-making. 


It ran fine, with no lint, wonder- 
ful color balance and contrast, good 
dimensional stability, and could take 
high speed on the press. 


>» With the paper determined, there 
was little more to do than take care 
of the mechanical details. The sheets 
were printed, sent to Wm. S. Locke 
Bookbinders, Boston, for trimming 
and packaging, and the year’s sup- 
ply of inserts went off to the pub- 
lication offices of the three maga- 
zines, along with a month-by-month 
schedule. 

This meant that waste was cut 
down to a minimum. The magazines 
held the basic stock. When it was 
time to put an issue together, all 
a production manager had to do 
was to specify which insert to use, 
and the required quantity was 
shipped to the bindery. By han- 
dling it in this way, the overrun 
could stand for the whole series of 
insertions, and not be figured sepa- 
rately for each, as would be the 
case were the shipments made to 
the publications just in time to catch 
each issue. A little matter, perhaps, 
but a simple one, and every little 
economy helps. 

Elapsed time: about seven weeks 
from the first conference with the 
client to the date when the sheets 
left the bindery. Result: an out- 
standing insert campaign at a low 
cost, and the entire year’s program 
sewed up in one brief period with no 
waste effort. Reasons: An excellent 
paper which lent character to the 
inserts, a group of suppliers and 
craftsmen who had mutual con- 
fidence in each other’s ability to 
produce, and finally, a firm rela- 
tionship between a client and an 
agency. 44 





Lightweight Book Text 
Has Extra Bulk, Capacity 

A folio from Finch, Pruyn and Co., 
Glens Falls, N. Y., tells how its new 
book paper, Marcy Text, was devel- 
oped. At the outset the manufacturer 
wanted to produce a low-cost paper 
that would have a glare-free appear- 
ance and substantial bulk and opac- 
ity in the lighter weights. After re- 
search a new stock was turned out, 
which is appropriately used in the 
descriptive booklet. 

Among the features of Marcy Text 
cited by the company are its good 
printability, lack of show-through 
and general efficiency for volume 
production and high press speeds. 
Detailed line illustrations in up to 
four colors are used throughout the 
folio to show the paper’s sharp re- 
productive qualities. 

Publishers using the new stock are 
selecting their papers in a lower basis 
weight than they would ordinarily 
specify, the company asserts. A bulk- 
ing table for Marcy Text is included. 


For your copy circle No. 712 on the 
Readers’ Service Card inside back cover. 


New Covers Offered 
For Printing Menus 


“Supertuff,” a heavy coated cover 
stock, has been developed especially 
for menus by Appleton Coated Paper 
Co., Appleton, Wis. The company 
announces that the paper is adapt- 
able to letterpress and offset print- 
ing, metallic and high gloss inks, 
varnish and lacquer because of its 
unusual coating. In addition, Super- 
tuff is designed for great strength 
and a fine printing surface. 

Sheet size is 20x26”. The coated 
cover comes in white only. 

Additional details are available. 


For your copy circle No. 713 on the 
Readers’ Service Card inside back cover. 


Mead Color Series 
Adds New Gray Tint 


Gray is the seventh color intro- 
duced in the Mead series of De and 
Se tinted papers. Like the other tints, 
it comes in 50, 60 and 70 lb. weights, 
and in three sizes—23x35, 25x38 
and 35x45. The surface is sized for 
offset lithography and for letterpress 
reproduction of Ben Days, type and 
line cuts. A sample folder is avail- 
able. 

Use of tinted stock, Mead reminds 
customers, gives an additional color 
without extra cost. De and Se tints 
are glare-free, fold well, take pen, 
pencil and stencil impressions and 
may be adapted for label use. 

Other colors in the series are blue, 
canary, green, cerise, india and fawn. 


For your copy circle No. 714 on the 
Readers’ Service Card inside back cover. 
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Write for Sample Book 
Address Dept, AR 


PROGRESS 
HANSON 
PROGRESSIVE 


The 3-Company Team 
Under 1-Company Management 


SERVING CLIENTS 
FROM COAST TO COAST 


with 


TYPOGRAPHY 
ELECTROTYPES 
PLATES‘*and MATS 


*Progress Plates - Plastic Plates - Rubber Plates 


PROGRESS Plate Making Company 
913-23 Filbert Street, Philadelphia 7, WAlnut 2-0447 


HANSON Electrotype Company 
9th & Sansom Streets, Philadelphia 7, WAlnut 2-5567 


PROGRESSIVE Composition Company 
9th & Sansom Streets, Philadelphia 7, WAlnut 2-2711 


. +» for more details circle 834, page 105 


BYRON WESTON COMPANY 
DALTON, MASSACHUSETTS 
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Fluorescent Screen Colors 


tac 
Oakland, Calif. 
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107° SEAMLESS 


BACKGROUND PAPER 


Your choice of 


ya A Sunfast 
COLORS 


KTM l a) eee LOM els) males 


...for endless uses for location 
and in-plant black and white and 
color photography! FREE 


SWATCHES! 


112 years of 
paper research 
and merchandising 


BUTLER PAPER NEW YORK CORP. 
655 Madison Ave., New York 21,N.Y 


Please rush me my FREE Swatches 
of Butler’s Color Co-ordinated Sunfast 
Seamless, and the name of my nearest 
authorized distributor. AR 106 

1 NAME 
1 FIRM NAME 
i a 
2G fan 


meee 
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Periodic Paper Samples 
Keep Customers Current 


A dated file folder of coated 
paper samples is Kimberly-Clark’s 
new way of keeping customers 
posted on its current paper stocks. 
Eight “periodic samples” are in- 
cluded, one for each of the com- 
pany’s coated papers. They replace 
the conventional mill sample books 
and demonstration folders and the 
older periodic samples introduced 
a year and a half ago. 

These periodic samples are is- 
sued on a regular basis of three 
times a year. Thus the printer or 
production man always has sam- 
ples of current papers in his files, 
the company explains. Both letter- 
press and offset coated and enamel 
stocks are included. 

Standard sheet sizes, weights and 
packing specifications are provided 
for each sample. Four-color and 
black and white halftones in screens 
up to 150 are used to demonstrate 
the reproductive qualities of these 
coated papers. Since pressroom op- 
erating conditions were essentially 
average, according to the company, 
the printed results indicate the 
kind of reproduction printers and 
lithographers may expect. 


cir No. 715 on the 
= 
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For your copy le 
ard inside back cover 


Readers’ Service 


Blade-Coated Paper 
Developed for ‘‘Look’’ 


A new coated paper developed for 
Look Magazine this spring represents 
an innovation in the coating process. 
The stock was designed for black- 
and-white and two-color letterpress 
printing. Instead of being coated by 
a system of distribution rollers, which 
tend to leave coated peaks and val- 
leys, the new paper is coated with a 
blade. Explains Marvin Whatmore, 
magazine vice-president and general 
manager, who developed this change: 

“Just as you use a spatula instead 
of a rolling pin to frost a cake, it 
seemed to me perfectly feasible to use 
a blade instead of a roller to coat both 
sides of raw paper.” 

He discussed the proposed process 
with the Rice, Barton Corp., Worces- 
ter, Mass., producers of conventional 
coating machines, and the Blandin 
Paper Co., which was supplying the 
magazine with all its uncoated paper. 
After a good deal of research, Blandin 
commissioned the Rice, Barton Corp. 
to test the coating of raw magazine 
paper with a blade applicator. Tests 
were made on all facets of the process 
—formulation, consistency of coating, 
method of application, amount of 
coating necessary for best results, 
etc.—and in late 1954 Blandin as- 
signed the job of engineering and 


building this new machine to Rice, 
Barton. 


>The new coating process is said to 
produce a levelness and completeness 
of coating which give great clarity 
and sparkle to black and white and 
two-color letterpress, with a high de- 
gree of opacity. It has stimulated the 
interest of several other paper com- 
panies, and some of them have al- 
ready placed orders for pilot machines 
to test the same coating principle. 
In addition to this new black-and- 
white coated paper, Look uses coated 
stock supplied by Kimberly-Clark, 
Consolidated, Mead and International 
throughout the book. Since May 15, 
the magazine has been printed en- 
tirely on coated paper. 44 


Continuous-Form Envelope 
Speeds Large Mailings 


The Perfelope, a continuous form 
envelope, has been added to the line 
of business forms available from 
Standard Register Co., Dayton, O. It 
is mounted on a marginally punched 
continuous carrier sheet by means of 
14” perforated glued stubs. Sepa- 
rated from its carrier sheet, a Per- 
felope resembles any conventional 
V-flap envelope. Detaching can be 
done quickly and easily by hand, the 
company reports. 

Designed for high-speed continu- 
ous operation over typewriters, tab- 
ulators, addressing machines and 
other units using pinfeed devices, 
Perfelopes come in a wide variety of 
standard sizes and paper weights. 
Since addressing can be done directly 
from punch cards, a separate address 
file is unnecessary. Most stuffing and 
mailing machines can handle individ- 
ual Perfelopes. 

These new envelopes lend them- 
selves to large-scale addressing. 


For your copy circle No. 716 on the 
Readers’ Service Card inside back cover 


100-Sheet Cartons Keep 
Cover Stock Clean, Handy 


Paper merchants can now supply 
customers with a ream of Crystal- 
lon Cover in five assorted colors— 
because of a packing innovation 
started by Riegel Paper Corp., New 
York. Instead of a single 500-sheet 
package, the company is offering a 
unit of five individual “junior car- 
tons” of 100 sheets each, spot-glued 
together. Easily separated before 
opening, each unit protects paper 
against dirt and damage and is easy 
to store. 

Crystallon Cover comes in six 
colors. The new style of ream pack- 
ing carries no price increase over 
the standard 500-sheet carton, 
which is still available. 44 
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HIGH-SPEED COMMUNICATION 


for the best color printing at the lowest cost 


CLEMENT'S two Eastern and two West Coast printing plants are 
in constant touch by teletype with customers, with each other, 
and with suppliers. Teletype “conversations” solve problems 
in minutes instead of days, meaning quicker delivery, often at 
a saving to the customer. 

If the customer is not equipped with teletype, Clement never 
hesitates to phone and discuss the problem lone-distance. Llieh- 
speed communication is vital to Clement's already nationwide 
and rapidly growing printing service. Another reason why lead- 
ing businesses take pride in and profit from sharp, clear color 
printing by Clement. Yet it costs no more. 
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J. W. CLEMENT CO. 


MANUFACTURERS OF QUALITY PRINTING 


Executive Otfices & Plant: 
8 LORD STREET, BUFFALO 10, NY 


Sales Offices: 
Gravbar Blde.. New York. Fisher Bldg... Detroit 


Subsidiaries: Pacific Press. Ine.. Los Angeles, 
Phillips & Van Orden Co., San Francisco 





Introducing a new 


Linotype face 


in an extra 


bold weight 


Here’s a hard-hitting poster weight 


black as a slug can be 


that’s perfect for retail display and 
department store ads. The new weight 
in the popular Spartan series is offered 
by Linotype in four sizes with Italic: 
12-, 14-, 18- and 24-point. Interested? 
Send us your name and we’ll put a 


specimen folder in the mail for you. 


- LINOTYPE - 


MERGENTHALER LINOTYPE COMPANY 
29 Ryerson Street, Brooklyn 5, N.Y. 


Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. In Canada: Canadian Linotype, Limited, Toronto, Ontario 
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Set in Linotype Bos Bo i er th rt mily 
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Typographic Collection . . . This California type-case design, 
filled with an assortment of odds-and-ends, was used on all 
pieces in the campaign. It appeared in black, blue and red, in a 


single color, and in reverse; as a cover and as internal decorative 
spots; as small as 234 x 5” and as large as 712 x 14”, and 
maintained its character in all its uses 


Type Tells Its Story 


W hen the Type Director's Club needed a series 
of printed pieces for its activities, it knew it had 
to be outstanding to be merely acceptable; 
here's the story of how this was achieved. 


By Ted Sanchagrin encomiums and brickbats since the felt,’ he told AR, “it ought to be a 
AR Eastern Editor individual tastes of specialists new type job, rather than design with 
and old vary so greatly. Shock-ap- type included, and it should be ex- 
Consider the plight of the Type peal both attracts and repels. The citing.” 
Directors Club of New York, and TDC promotional material did all 
how its second annual promotion this, but mostly it produced positive >» How to do 
problem was solved. Whatever pro- comments, entries and attendance would overwhelm type directors led 
motional literature the TDC turned In the process the promotional lit- him through a number of different 
out had to overwhelm type direc- erature wound up winning a couple designs, “nice but they didn’t have 
tors, designers, printers and _ stu- of national awards, one from the the excitement they should have.” 
dents whose talents are pretty over- American Institute of Graphic Arts, To find the ultimate approach, he 
whelming, too. the other from the Lithographers strove for the most complicated type 
The TDC needed three promo- National Assn. job he could imagine, and finally 
tional pieces did a takeoff on the California job 
1. to attract entries for its Certifi- > All three pieces employed a novel case. 
cate of Excellence awards. interpretation of the California job The Lubalin job case wound up 
case as a repetitive illustration, and with lower case letters, upper case 
Dido type, photolettered and rede- letters, numbers, heads of animals, 
signed somewhat for the contest- a likeness of Brooks Brothers’ Gold- 
3. to wrap up the competition and lecture-gallery 7 theme, “Inspired en Fleece, pointing hands, fish, in- 
Sestemin Gitte aiid atiumdieen ob a Typography 56. sects, seal, playing card symbols, 
gallery showing. Design was by Herb Lubalin, vice cards, an eye. 
. president and executive art director 
Under these circumstances any of Sudler & Hennessey, ad agency >» Where did he find them all? He 
promotional literature draws both and design studio, New York. “We has a wealth of old books. What- 


a type piece which 


2. to entice attendance to its lec- 
ture series and 
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4, 
C. UYIUEKS, « Gue. 
C 


600 W VAN BUREN ST-+- CHICAGO7 
TELEPHONE STATE 2-5367 
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DO IT YOURSELF 


. « the only paper 
type mounted on a compact wooden 
type holder for easy use. 

SET EVERYTHING 


Anyone can set headlines and body text for 
ads, printed pieces of all kinds. 

QUICKER, EASIER 
Aligns automatically to straight edge, tabs 
overlap allowing special spacing for special 
letter combination; no opaquing between 
letters required. 

COSTS LESS 
Each stick contains up to 62 different char- 


acters in pads of 50 each 
—3000 characters in all. 


COMPLETE FONTS 
$2.50 to $12.50 


WRITE FOR 
CATALOG Showing 

i 300 Type Faces 

PRESTO PROCESS CO. 


244 N. Water St. * Rochester, N.Y. _ 
. . « for more details circle 832, page 105 


IF YOU SPECIFY TYPE 


Let us prove how the 
WORLD'S HANDIEST TYPE BOOK 
can save you 40 minutes a day 


We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use 
This is the eighth edition. Send postal today 
F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, iil. 
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ever isn't available now was avail- 
able to him through the old books 
— Foundarie Generale (1839). 
Bruce's Type Foundry Book (1882), 
Stevenson Blake & Co.’s Specimens 
of Printing Type (1906) and The 
ATF Specimen Book & Catalogue 
(1923). Even the rules used in the 
TDC art piece were from the old 
type books. 

Not all the type or illustrations 
were antique. Some came from The 
Composing Room, New York, where 
Aaron Burns handled the actual 
typography of all three pieces. What 
one didn’t have the other did. 


> To emphasize the 
proach, a_ 65-lb. 


antique ap- 
cover stock, tan 
Mohawk Navajo, was used on the 
contest and lecture pieces, to get 
the feeling of old movie posters, 
in red, blue and black. The contest 
announcement, folded in two to 
75gx8%”", listed entry regulations 
inside on a four-fold insert of 65- 
lb. Mohawk Superfine Text. 

This insert was contained in the 
inner flaps of the cover stock, with 
“Inspired Typography °56” domi- 
nating the inside cover. Mr. Luba- 
lin used Modern No. 20 Italic as 
text announcing the contest rules, 
explaining, “Ordinarily, I wouldn't 
advise it.” 

By this he meant there’s a limited 
amount of this type available, so it 
can’t be used in quantity. Black 
numbers listing the 13 contest regu- 
lations were used with a run-on 
paragraph of blue-printed letters, 
the two colors eliminating the need 
for indenting each regulation num- 
ber. 


> The Lubalin job case was printed 
in reverse in one square of the 
piece, and despite the fine lines 
present in some letters and symbols 
the printing came out clean. A spot 
of blue on a seal was an odd note 
to the white-on-black square. Lu- 
balin describes the blue as an added 
thought, “just an idiosyncracy.” 
The contest announcement was 


ii lbj07/G) 


Mailing Label 


For an envelope 834” 


nspired | yy 
exhibition of the typo 
tanding prec produces 
Coast to coa 
© the ) 
ypographic bexeell 
Pype Directs 
onsored b 
Linerican Tnstitut of (; 
Open from | to 


Wipe 


tphic A 
weekday ne ie 
it Wilkie Memorial 
Hlouse, 200 We 
\ddmission is) kre 


through June 29th 
Building, Freedom 
th Street, NV u¢ 
Blue ond Red . 
tion corried the 
side in a 


on yellow, the invita 
type-case on 


Mondrian-like 


reverse 


arrangement 


inserted in a white envelope and 
mailed bulk rate. The TDC address 
was listed vertically, and the bot- 
tom horizontal edge of the envelope 
had a border composed of an old 
locomotive and passenger coaches. 
Part of this piece of art was also 
part of the job case. 

The train was also a bottom and 
right-side border on the yellow 
mailing sleeve of the lecture an- 
nouncement. 


>» This second announcement was 
folded in two vertically instead of 
horizontally, 4x15’, with an 1ll- 
fold insert on 65-lb. Superfine Text 
inside. An interesting feature of 
the inner flaps and the insert it- 
self was the repetition of the job 
case throughout with large numer- 
als for the dates of the four lec- 
tures and the years covered in each 
lecture: °26-'36, °36-’56, 56 and ‘66. 
Bodoni Book was the text type. 

Finally. the last announcement. 
9x9", yellow stock with blue and 
red Modern No. 20, said the 128 
winning pieces would be exhibited 
under the AIGA’s | sponsorship 
through June 29 in the Wilkie 
Memorial Bldg. 

The reverse side had the job case 


N. 


. The train was one of the elements used in the theme type displa\ 


square, the train was used along one edge, the type on another 





cy PoG HAP Hy 


with art...with speed ...with accuracy 


aroundad the clock 


In addition to getting your type proofs to you 

as you want them and when you want them, 

Progressive’s round-the-clock operation FREE —AND AT NO 

OBLIGATION TO You! 

can save you time and keep your job under continuous contro! 1: Suhen 0 Sones 

by dovetailing your foundry lock-up with the none we See =e 
o © . of the services that 

electrotype, plate, and mat facilities of we offer you. Write for 

a copy now 

Progress and Hanson .. . the other two members of 

The Progress-Hanson-Progressive Group .. . 

a three-company team, under one-company management, 

that will show you what teamwork really is, 

night as well as day! 


PROGRESSIVE coMPOSITION COMPANY 


Sth & Sansom Sts., Philadelphia 7 WAInut 2-2711 


THE PROGRESS e HANSON @ PROGRESSIVE GROUP 


PROGRESS Plate Making Company HANSON Electrotype Company PROGRESSIVE Composition Company 
923 Filbert St., Phila. 7, WAlnut 2-0447°* Sth & Sansom Sts., Phila. 7, WAlnut 2-5567* Sth & Sansom Sts., Phila. 7, WAlnut 2-2711° 
“of course, any of the three can be reached by one call 


NEW YORK phone: MUrray Hill 2-1723 e WILMINGTON phone: OLympia 5-6047 e BALTIMORE phone: SAratoga 7-5302 ¢ WASHINGTON phone: EXecutive 3-7444 
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his good fortune... 


...can be your good > 


FORTUNE 


This relaxed gentleman has found the answer to 
his good FORTUNE. He specified a type to fit all 
his needs. Text, subheads, and headlines all in 
legible, versatile Fortune. The next time you 
require an all-around type, specify Fortune and 
relax. A quality composition will be assured. 


EVERY SIZE FOR EVERY NEED. AVAILABLE IN LIGHT, 8 TO 60 
POINT; BOLD, 8 TO 60 POINT AND EXTRABOLD, 14 TO 60 POINT. 


BAUER ALPHABETS, INC. a 


235 EAST 45TH STREET * OXFORD 7-1797-8-9 » NEW YORK 17, N. Y. 
This ad is set in FORTUNE 


Copyfitting 
got you down? Get the 


HABERULE 


Visual 


COPY-CASTER 


Discover for yourself how much faster, easier and 
more accurately you can copyfit all type jobs with 
this new, completely revised Hoberule. Tens of 
thousands of artists, ad-men, printers, copywriters, 
editors, students save hundreds of hours and dol- 
lars in costly resetting with this nationally famous 
copy-caster. Why don't you? At your artist supply 


store or direct. Complete with gauge, only $7.50 
THE HABERULE CO. 
BOX AR-245 « WILTON, CONN 
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36356 
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QUANTITY 
PHOTOS 


8x10’s as low as 6 cents. UN hy 


bi 


KIER PHOTO SERVICE 
Dept. AR, 1220 W. 6 St., Cleveland 13, Ohio 


Postcards as low as 2c. 
Write for samples and 
complete price list on all 
sizes and quantities. 
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illustration again, with black and 
red blocks for the background of 
the yearly theme, “Inspired Typog- 
raphy °56.” An address sticker was 
used instead of an envelope. 

> Mr. Lubalin said that his majo: 
production problem was digging up 
the old type for the series illustra- 
tion and putting it all together. He 
had to work on a small budget. 
which wasn’t a major problem since 
only the actual printing couldn't bs 
contributed. 

Mr. Lubalin and The Composing 
Room handled the design and ty- 
pography. respectively. Mohawk 
tossed in the cover and text paper 
for the contest and lecture an- 
nouncements, Reinhold-Gould the 
exhibition stock. Actual printing 
was by the Future Lithograph 
Corp. (contest), Lutz & Sheinkman 
(lecture) with binding by Taube: 
Bookbindery, and Lenmore Press 
(exhibition). 

While the announcements were 
designed with economy of produc- 
tion in mind, a corrollary thought 
was to get the most variation pos- 
sible out of the pieces, along with 
the formidable fact that they were 
being mailed to type specialists dif- 
ficult to overwhelm. 44 


Murray Hill Script Face 
Added to ATF Series 


A contemporary script, Murra) 
Hill, is illustrated in a four-page 
brochure from American Type 
Founders, Elizabeth, N.J. This is 
the first metal type designed by 
lettering artist Emil J. Klumpp, 
who has previously produced the 
photographic lettering series Cata- 
lina and Catalina Bold. Complete 
upper and lower case fonts are 
shown in the specimen sheet, along 
with a variety of display uses. Point 
sizes listed are 14 through 72. 


Clomniy thy diin’ dctrolonical os 
3 j 


Virgo... Find a Yovely Spot: 9S 


Discussing his work on the new 
face in the Graphic Arts Review. 
Mr. Klumpp says, “Murray Hill is 
free, not only in drawing and align- 
ment, but also in tone. Many char- 
acters are deliberately a little heav- 
ier or lighter than if even colo: 
were an objective. I like a little 
human feeling in letters.” 

Murray Hill has only three kern- 
ing characters—T, F and Z. De- 
scenders are generous. The face is 
said to reproduce well by letter- 
press, offset or gravure. 


~ 


Card inside |} 





PERFORMANCE OF ITALIAN DRAMAS 
SUMMER HOLIDAYS IN GERMANY 
The Machinery with a reputation for fine printing 


Current problems in psychiatric diagnosis 


ABCDEFGHIJKLMNOPOQRSTUV 
ABCDEFGHI] KLMNOPQRSTUV 


Organic chemistry 


North Carolina 


Top: Trajanus Bottom: Palatino 
Trajanus, Palatino Cut yl 

® oH, f} 
On American Pt. System CTasy 


Warren Chappell’s typeface Tra- 
janus, in the antique style, is il- 


lustrated in a two-color specimen 
sheet from Stempel Typefounders, = ee 
you get it 
ca 


Morristown, N.J. The design was 


suggested by the inscriptions of the 

Roman empire around 100 A.D. It : 

has won favorable acceptance in on time at 
Europe and is now available in the 

American point system. 

In addition to the yy a 
weight, a semi-bold version is 
shown. The italic reveals calli- 
graphic influences. Sizes range from WASHINGTON 1, D.C. 

8 pt. to 54 pt. in all three versions. 509 F Street, N.W. 

Also shown in a Stempel brochure .. » for more details circle 817, page 105 
is Palatino, Hermann Zapf’s type 
inspired by the work of a 16th 

century scribe. Semi-bold and italic 

optional 


are included, along with 
swash characters. Pen strokes vis- ARTISTS a 
PRODUCTION MEN 
f 


ible in all groups of the type family 
are somewhat more noticeable in 
f 


the italic. The folder lists sizes from 
8 pt. to 54 pt. / » “ag 
/ >, es 


Both faces lend themselves to use 
as body types for editorial and ad- 
vertising text as well as to display 

OVER 500 PAGES 

oe ; ALL LETTERS OF THE ALPHABET 

eaders’ Service Card inside back cover —caps, lower case, figures, 

points and accents. 
. ° Display sizes—4 to 120 pt., 
Machine-Set News Gothic bb thee ak 21" Vass: 
Body faces—4 to 14 pt. 


Announced by Intertype i bbbekey ceded: 
I and 2 point leaded. 


News Gothic and News Gothic 
Condensed with specially designed 
companion bold faces are now pro- ADTYPE WORK BOOK “485° 
duced on Intertype matrices for ma- 
chine composition. The company an- 
that these types can be : 
10, 12 and 14 pt. without charge. 


standard : 
: : LOS ANGELES 15 
928 South Figueroa Street 


ar 
* hollywood, te. a tis 


We as rr 


ave 


purposes. 


Go 
7 aes la ty 


Ways 
A Bg pe 


A i 
company + 


ay iw 


a ea 
Cr hat atts 


A must for roughs, comprehensives, every job. See how type looks before 
you order, Makes type specification and copy casting faster, easier, more 
accurate. A continuing service; supplement sheets of new faces sent 


nounces 
obtained in 6, 8, 


ADTYPE SERVICE CO., Dept. AR-10, 916 N. Formosa Ave., Hollywood, Calif. 


Intertype News Gothic with Bold LT / Check or money order enclosed Send Work Book on 10-day free trial 
Intertype News Gothic Condensed sk 4 MALL: Send free folder showing all! services 
with Bold Condensed Ard elena 
in 6 months. Ask COMPANY 


ra 2 s = about our speedy 
Additional details on this sans serif td 
face are available. apd 
for more details circle 754, page 105 
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etchings? 


See your etchings? We’d love to. . . love to see them in our shop. 
You see, reproducing directly from clean type proofs is a specialty at Superior. 
And you'll get results like you’ve never gotten before . 


from any etching 
...call SU perior 7-7070 4Y & NIG e3 


LETTERPRESS AND OFFSET PRINTING PLATES SUPERIOR ENGRAVING CO, 215 W SUPERIOR ST., CHICAGO 1! 
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R.O.P. newspaper color has come a lot further in quality than most adver- 


tising production men realize. Here's some concrete proof in the story of 


how Relska Vodka got sensational color reproduction from coast to coast. 


By Albert G. Loomis 
Scheideler G Beck Inc., 
New York 


Production Megr., 


The agency plans board was 
meeting. Subject: Plans for a new 
Relska Vodka campaign. 

“Now if we could take dramatic 
color photographs of diplomats in 
full-dress uniforms and somehow 
reproduce them in R.O.P. daily 
newspapers .. .” 

not in just one or two carefully 
picked large metropolitan papers. 
but in small, medium and _ large 
newspapers in every section of the 
country; some with old tired equip- 
ment and some with the last word 
in modern high-speed presses and 
casting facilities. 

—not for just one ad, but for a 
whole series of ads. 

—not with flat-lighted still-life 


photos, but with high-style side- 
lighted “magazine” type color shots 
of live models different 
backgrounds. 

no Ben Day. No hard-boiled 
retouching. These must look natural 
and authentic! 


against 


> This was the problem. 

Now, some months and many in- 
sertions later, we know that we 
have succeeded far beyond our 
hopes. Results have been phenom- 
enally excellent and uniform. We 
have not had cause for dissatisfac- 
tion with a single paper—and we 
have just about covered the coun- 
try. R.O.P. Color is very close to 
full maturity if the material is pre- 
pared correctly for it. 


> Here’s how we tackled the prob- 
lem. 


We started with the premise that 
somebody somewhere must have 
had a problem similar to ours. So 
we began calling newspapers, other 
agencies, photoengravers—anybody 

asking to see samples of compar- 
able work they had done. We found 
nothing to encourage us. Every- 
body, it seemed, was treating R.O.P 
color like a very young and a very 
spoiled child. And everybody was 
sparing the rod. 

True, we found a few really 
outstanding examples of full-color 
photography using live models and 
a minimum of retouching. But in 
each case the ad had been prepared 
by a large newspaper for its own 
use only. And each paper was a 
pioneer in the use of R.O.P. color. 

We found many fine still-life food 
shots, mostly flat-lighted or silhou- 
etted. We found many good ex- 
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amples of Ben Day color (‘keep it 
simple, boys, it’s R.O.P.!”’). 

But no live models with half of 
their faces in deep shadow, holding 
drinks that must look like drinks 
and with much small detail that be- 
came an important part of each pic- 
ture. 

So we set out to put together a 
team that could do the job—for 
only through very close teamwork 
among the many craftsmen in- 
volved could we hope for some 
measure of success. We made up a 
few of the rules as we went along, 
some of the old standbys 
didn’t and couldn’t apply to our 
problem. 


since 


> First, the photographs. From the 
8x10 Ektachromes taken by Irving 
Penn, dye transfer prints were 
made. Retouching was restricted to 
minor corrections with dyes to re- 
move flaws in faces and accentuate 
a few highlights. These dye trans- 
fers were used for a series of color 
pages in The New Yorker. No ad- 
ditional retouching was done for the 
R.O.P. coarse-screen engravings, 
since to do so would have spoiled 
the soft, relaxed tone of the photo- 
graphs. This may sound like the 
production man’s nightmare peopled 
with artists screaming, “Let the en- 


of critical reprq 


is one of the ti 


graver do it’—but there was a dif- 
ference. We were determined to 
make the shadows and the side- 
lighting work for us. Backgrounds 
were picked that could be repro- 
duced in not more than three colors 
and the light areas in these back- 
grounds were placed just behind the 
dark shadow side of each model’s 
face. The side of each face nearest 
the camera received full lighting. 
To further accentuate depth and 
contrast, a second model was placed 
in the foreground in complete shad- 
ow except for reflected light along 
the outline of his silhouetted face. 


> Next, the engravings, done by 
Knapp Engraving Co., New York. 
Separations were made by the indi- 
rect method—continuous-tone neg- 
atives, continuous-tone positives 
and finally the screened negatives. 
This gave far more latitude in 
making correction and in changing 
near-solid shadow areas to lighter 
values for better trapping in high- 
speed wet printing. 

Wherever possible, we worked to 
carry no more than two colors and 
black in any single area of the 
illustrations. Obviously, this had to 
be done with care or we would 
have reverted to a “hard-boiled” 
effect that we were particularly 


# 


ming SCCkeES 


of making fine photoengita ANBs. 


The best mechanical faggit 


must be supplemented ' 


by the hand craftsmanship 


of the finisher 


who, atC M & H, 


does not compromise 


with quality. 


COLLINS, MILLER & HUTCHINGS, INC. 


333 WEST LAKE STREET, AT WACKER DRIVE 


CHICAGO 6, ILLINOIS 


America’s Finest Photoengraving Plant for Letterpress and Gravure 
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Fine Color Photography Expert 
Irving Penn took outstanding photos for 
series 


trying to avoid. 

Black was carried over-all, with 
no dropouts, to tie the whole illus- 
tration together; desired dropouts 
were achieved by eliminating un- 
dercolors rather than the black. 

Shadow areas, such as the sil- 
houetted figure in the foreground 
were made with approximately 40% 
red, 30% blue and 85% black. This 
gave excellent results in the news- 
papers with no trapping problems. 

Plates were copper, deeply etched 
— and, equally important, cleanly 
etched. Depths were about .008” 
in the highlight dot areas. The 
etching was so clean that bottoms 
literally looked like smooth saucers 
— and the sides were extremely 
clean with no hint of undercutting. 
The halftone screen used was 63 
(it was a foreign screen based on 
the metric system). 

We had some misgivings at the 
start about persuading any en- 
gravers to go far enough in the 
camera separations, the printing and 
the initial etching. For many years, 
in preparing engravings for maga- 
zine printing the tendency has been 
to “play it safe” and to depend on 
the finishers for extensive re-etch- 
ing to customers’ desires or whims 

on the theory that re-etching 
or “shooting” could always be done 
to lighten a color, whereas burnish- 
ing was limited and not desirable. 
Then, too, the black plate has all 
too often been used to cover up 
the faults in the color plates, in- 
stead of being used only to give 
form to a 3-color illustration. 

We reasoned that our color photo- 

. continued on page 80-B 





Because we make 


Second of a Series 


our own color separations 


and plates, you, as an AR Reader, 
get finer quality with... 


aD 11. only way a lithographer 


can control color quality is to 

control all elements involved in 
color reproduction. Krueger does just 
that, with modern color camera and 
platemaking equipment, manned by 
skilled color technicians, plus a staff 
of 40 color artists and six cameramen, 


working on a three-shift basis. 


This, coupled with a completely 
air-conditioned and humidity-controlled 
plant, means you get better 


color fidelity from Krueger. 


And, MICRO-COLOR Lithography 


Color lithographers for Arizona Highways 


‘ eo 
LAA 


Micro-Color’ Lithography 


costs no more, so why settle 


for less than the best? 


A Krueger MICRO-COLOR representative 


can be in your office within 24 hours. 


Write for Your Copy of “THE 
MIRACLE OF MICRO-COLOR”. It’s yours 
for the asking on your firm’s 
letterhead. Shows you how 
MICRO-COLOR Lithography can help 
you increase sales. Write to 

Dept. MMC-10, Milwaukee 8, Wis. 
This insert lithographed in MICRO-COLOR 
Lithography by the W. A. Krueger Co. 


Photo by Esther Henderson. 
*Reg. U.S. Pat. Office 


fabulous scenic magazine 


2 | W.A. KRUEGER CoO. 


f/f 


EXECUTIVE OFFICES AND PLANT: 3830 W. Wisconsin Ave. @ Milwaukee 8, Wis. ¢ TWX MI-139 


CHICAGO SALES OFFICE: 600 W. Jackson Blvd. ¢ Chicago 6, Ill 





graphs called for a bold tackling of 

the engraving problem — that our 

Tne “heart” of Warwick engraver should be told exactly 

Fotosetter* machines. The what we were expecting before the 

modern way to set type. job was started, so he would not be 

afraid to omit a color in a certain 

area before his first proofing and 

would not be reluctant to print and 
tub-etch boldly. 


> Round table bull sessions were 
held over each photograph. In- 
cluded were the photoengraver’s 
department foremen, an experienced 
photoengraver employed by the 
electrotyper who would later make 
page mats for the newspapers, and 
the writer. Every section of each 
photograph was agreed upon in 
advance by all parties; definite in- 
structions were left to “drop out the 
yellow completely in this spot,” 


° | ete. These  sessions—and later 
Here's the modern way | checks by telephone as the work 


| progressed—paid off handsomely. 
to set type ---and SAVE! | The very first color proofs of each 
The above sketch shows why Warwick Fotosetter* | ad were so close to the desired end 
composition is both fast and economical. | result that little additional finishing 
Photographic images of the type characters (shown as eee 
in sketch) are automatically exposed at the rate of One very important point was 
480 per minute...8 a second. | watched. Connectives — that 
If one reproduction proof is all that is required, ee ae of pct -_ 
sensitized photographic paper is loaded into the ert as ar oath hing — Ais 
camera, exposed, processed ...and presto, the job is ae ee nare a — 
TE possible to do so. This involved 
finished. careful checking of each plate with 
a glass and careful “shooting” in 
two directions where needed. The 
slight additional time involved was 
inconsequential when spread over 
Investigate today. Let us show you how you can | the space cost of the campaign, and 
cut costs on your typesetting. was well worth the effort insofar as 


| printed results were concerned. 
*Trade Mark Reg. Intertype Corp. 





Economical? You bet—because it is fast and re- 
quires the absolute minimum amount of handling. 

Type may also be set on film which is used for a 
variety of purposes. 


| » Pre-made-ready baked page mats 
WA R WI C K Typ O G RA PHER S were made directly from the orig- 
J | inal engravings by Lake Shore 
920 Washington Avenue « St. Louis 1, Mo. | Electrotype Co., Chicago, while 
| Reilly Electrotype Co., New York, 

Warwick Serves Clients in 40 States, 
sseiiescaes. ‘aaleaiinds anil daiien. | had made the electros. Newspapers 
were instructed to make curved 
casts directly from these mats and 
ee ee not under any circumstances to 
make flat casts from them. The 
newspapers have been unanimously 
enthusiastic about the material sup- 
plied. We have had unsolicited let- 
ters of praise from mechanical su- 
A R than any other publication. perintendents and advertising man- 
+ os agers. 
If _ sell advertising The writer was in the pressrooms 
REACHES services, materials and of the first two papers when they 
. | went to press with the first ad in 
MORE equipment to or through | the series — a precaution that was 
ADVERTISING agencies, your ad in AR unnecessary. Stereoty pers and 
pressmen were experiencing no 
will reach the top in difficulties and the ad ran with 

AGENCIES response | amazing register and fidelity. 


OVERNIGHT BY AIR FROM MOST OF THE UNITED STATES 


> There is a problem today of 


ADVERTISING REQUIREMENTS | | oes ee a coous one 


standpoint it was not a serious one, 


aieaiieaiaiil | because we were not showing a 
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product requiring a delicate color 
match. One newspaper, for example, 
ran newsprint from three different 
sources — two foreign and one 
domestic — in just one evening’s 
edition. Color of stock varied wide- 
ly, as did ink receptivity and finish. 
Inks, moreover, were a far cry from 
being standardized. They varied 
with every paper. When questioned 
as to a possible change, one large 
paper, which was using much 
brighter inks than the ANPA Stand- 
ards, stated that they would not 
change. 

Summing up, we feel that R.O.P. 
color has come a lot farther than 
agencies and advertisers give it 
credit for. It can do a tremendous 
job of selling if it is planned intelli- 
gently and with sufficient time for 
all concerned to prepare material 
properly. Which brings up one final 
word of warning to agencies: make 
your production manager part of 
the planning team. Don’t hand him 
an impossible assignment after lay- 
out and art have been sold to the 
client — because chances are that 
neither he or anyone else will be 
able to save the job. 44 


Machine Co. Puts Ad 
On Calculator Tape 


Classic Calculators Inc, New 
York, “taped” its sales message 
onto a strip of calculator paper in a 
novel ad treatment. The strip, al- 
most 29” long, shows graphically 
what the Classic M.A.S. calculator 
can do. Printed in red and black, 
the giveaway shows the machine's 
simplified method of multiplication, 
its ability to carry two additions 
simultaneously, and other calculat- 
ing advantages. The strip contrasts 
operating features of its “Printing 
Calculator with a Brain” with those 
of conventional machines. 

A copy of the fascimile tape is 


available. 


Duplex Collator .. . New model for Colla- 
matic Co., Wayne, N. J., features fa- 
cilities for operation by one or two 
»perators. 


—_ R. - 


from 


BECAUSE 


our experience in making 


3 & 4 color process 


R.O.P. photo engravings 


MEANS 
you can't buy better 
anywhere 


for any price 


PHOTO ENGRAVING COMPANY 
118 SO. CLINTON STREET, CHICAGO 
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VOTE 


for whomever you want, 
BUT BE SURE to vote 


in the November 
Presidential rt / 


TRY 


~Kaufmats , 
ONCE... 


AND YOU'LL VOTE FOR 


~Kaufmats r 


ALWAYS 


_ STEREOTYPE CO 


Cincinnald 14 Ohio 


How to Get Things Done! 


% BOARDMASTER Visual Control Saves You 
Time, Money. 


Gives Graphic Picture of Your Operations 
at a Glance. 


Simple to Operate, Type or write on 
Cards, Snap in Grooves. 


Ideal for Production, Traffic, Sales, In- 
ventory, Scheduling, Etc. 


Made of Metal. Compact and Attractive. 
Over 100,000 in Use. 


Full price $49.50 with cards 


24-page illustrated 
FREE BOOKLET No. R-300 
Without Obligation 


Write Today for Your Copy 


GRAPHIC SYSTEMS 
55 West 42nd St. © New York 36, N.Y. 
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Develops Dystrip Method 
For Color Separations 


The Ulano Dystrip process, a 
method of preparing elevation tints 
for map or chart-making, is outlined 
step-by-step in a new booklet. Pre- 
pared by Ulano Products Co., Brook- 
lyn, the 16-page leaflet describes 
how to make positive and negative 
color separations by this method. 

Three techniques are used to ob- 
tain precise color separations: 


e Photographic contact printing .. . 
which provides the outlines of the 
master drzwing. 

e Manual stripping . . . which iden- 
tifies the area between the outlines. 
e Dyeing ... which converts the 
proper areas into opaque color sep- 
arations. 


The process was originated for the 
Charting Techniques Branch, Aero- 
nautical Chart and Information Cen- 
ter, St. Louis. According to booklet, 
the Dystrip method saves consid- 
erable time in making complicated 
elevation tints as well as simpler 
“open window” negatives, like wood- 
ed areas, on maps. 


our copy circle 


ard 


Ink and Brush Combined 
In New Artist’s Tool 


A new drawing device combines a 
felt nib point with an ink container. 
Called Magic Marker, the artist’s 
tool comes in nine clear colors, in- 
cluding black and opaque white. It 
holds a 48,000-inch ink supply, which 
can be used to draw or color indelibly 
on any surface. Lines from pen to 
brush strokes can be made with it. 
Paper, wood, metal, plastics, glass, 
tapes, leather, overlays and gelatins 
are among the materials on which it 
can be applied. 

A special formula ink dries in- 
stantly, cannot smear and is com- 
pletely waterproof, according to 
Speedry Products Inc., Richmond 
Hill, New York, which manufactures 
the device. The company states that 
no fixative is necessary after making 
layouts and comprehensives with the 
Magic Marker. Sketches can be done 
quickly and will withstand the con- 
stant handling that ordinarily ruins 
original sketches. Color separation is 
also said to be easy and inexpensive 

Magic Marker is priced at 69 cents 
and has a guaranteed shelf life of two 
years. Refills may be purchased for 
25 cents each. It may be obtained at 
stationery and art supply stores or 
directly from Speedry Products Inc., 
91-31 121st St.. Richmond Hill 18, 
I. ©. 44 





The Inside Story 
of a Hereford 


During the next two years, nearly 
a million American farmers and 
agricultural students are going to 
get an “inside” look at one of Amer- 
ica’s leading cattle breeds, thanks to 
Ralston Purina and its new exhibit, 
“The Champ.” 

Ralston Purina is one of the lead- 
ing manufacturers of feed for farm 
animals, and as such has been rep- 
resented at state and county fairs 
for many years. But the Champ is 
a new approach in exhibit tech- 
niques, for it brings information 
to its viewers in a highly graphic 
manner. To see how, let’s take a 
trip to a state fair and drop in on 
the Champ. 


>» You will be able to see the Champ 
from a long way off, for its head 
towers 11/9” above the ground, 
making it stand out above the 
heads of the crowd. Its noble head, 
with the placid expression of the 
Hereford, acts almost like a beacon, 
brightly illuminated in the flood- 
lights that are part of the exhibit. 

As you come closer, you will hear 
the characteristic bellow of a Here- 
ford at regular intervals. The beast 
itself, you will notice, stands on a 
flat-bed semi-trailer, occupying 
more than half of its 33’ length, and 
spreading almost two feet beyond 


Ralston Purina's 


the inside of a 


exhibit allows visitors to walk through 


Hereford, seeing how its organs work 


and was booked solidly for two years in showings at 


state fairs, at feed dealers, and at agricultural schools 


before it was even built 


the 8’ trailer bed on each side. The 
trailer and truck are painted in the 
familiar red and white checkerboard 
pattern that has become associated 
with Ralston Purina. 

A set of steps leads up from one 
side of the trailer, near its front, 
and a line of people moves up the 
steps and into the beast, through a 
gap formed when the side of the 
Hereford was moved out from the 
center portion. Like almost every- 
body else who has visited the fair, 
you will take your turn in making 
the trip through the innards of the 
animal. The line moves steadily on, 
and before very long it is your 
turn to walk through the passage- 
way. There on your left, larger than 


life, are all the internal organs of 


a steer. Inside the dim _ walk- 
through, it has become quiet. Soon 
your ears are rested enough so that 
you can hear the regular thumping 
of the heart. Every once in a while, 
this sound will be supplemented by 
a normal and healthy belch. Farm- 
ers will recognize this as a neces- 
sary part of digestion for this ani- 
mal; the rest of us will just have 
to take it for granted. 


> The duplication of the interior 
of a steer is as accurate as it can 
be and still be understandable to 


the average farmer, who may be 
more familiar with the outside of 
the animal than most of us, but 
to date has never explored the in- 
nards of a live animal. To achieve 
this accuracy, the plans were ap- 
proved by a number of authorities 
both within and without the com- 
pany, including Dr. Ray T. Lub- 
behusen, manager of its Disease 
Control Department, and his asso- 
ciates. Many of the organs have 
been animated. For example, 
through a little window you can 
see the interior of the stomach 
whose primary function is to collect, 
for the life of the animal, all metal 
swallowed while grazing. The larg- 
est stomach is also transparent, and 
its flexible walls churn in and out 
in the process of digestion. 

No direct sales pitch is made for 
Ralston. Small signs give the names 
of the organs, and subheads explain 
the importance of a balanced diet 
to the proper development and 
growth of the animal. The implica- 
tion is that these can be obtained 
most effectively from Purina, and 
it would take a color-blind visitor 
not to tie the two together. 

By the time you have finished 
examining the internal structure of 
the steer, you have come to the tail 
The passageway carries you through 
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NATURAL COLOR 
POSTCARDS 


MADE ONLY BY COLOURPICTURE 


AT NEW LOW PRICES!! 


Plastichromek), winner of the Lithographers 
Notional Assoc. Award for 3 straight years, is 
unequalled for quality, true-to-life’' color and 
they re backed by the foremost manufacturer of 
postcords in the world. They offer 
possibilities for product 
chandising of your advertising campaign. A 
must for deocler promotions. Made from trans- 
porencies — COST LESS THAN Ic EACH. 


unlimited 
promotion and mer- 


Also available are jumbo size 
self mailers, king size cords, 
brochures, and broadsides. All 
in beoutiful natural color 
Use genuine Plastichrome! 
postcords — made only by 
Colourpicture 


Remember, there is no card 
**just as good’ as Plastichrome. 


Write for complete information, 
samples and new low price list. 


COLOURPICTURE PUBLISHERS, INC. 


390 NEWBURY ST., BOSTON 15, MASSACHUSETTS 
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Every Monday, tersely 
all that’s new 


tising, 


reported, 
concerning adver- 
marketing, merchandis 
ing, sales promotion, research, 
media, copy, art, typography, 
television, radio, ete.—in Adver- 
tising Age, The National News 
paper of Marketing, the most 
widely read of all publications 
dealing with advertising and 
One year’s subscription 

52 idea-packed issues only 
$3, which is less than 6: per 
week. Mail coupon 


selling. 


below for 


ADVERTISING AGE 


200 E. Illinois St., Chicago 11 


Enter my l-year (52 issues) trial order 
for only $3. I must be satisfied or my 
money back 
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STREET 
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Ready to Roll 


a 180 turn, and suddenly, the steer 
has changed sex and become preg- 
nant as well! Here the major organs 
are repeated, but particular em- 
phasis is given, naturally enough, 
to those that are peculiar to the 
female the womb and the udder. 
Of particular interest is a plastic 
model of the embryo of a calf, at the 
seven-month stage. A_ series of 
lights indicates the process of devel- 
opment. First there is a lighted area, 
about as large as a quarter, which 
indicates the relative size of the 
embryo at one month. An area 
about 6” square shows its relative 
size at four months, the model is in 
the next stage of development, and 
finally a row of lights outlines the 
size of the placenta at nine months, 
just before delivery. 


> The ambivalence of the animal 
has led to some confusion among 
those who work with and who must 
speak of the exhibit. They are not 
sure whether they should use “he” 
or “she”, “steer”, when 
talking of it. To play safe, they of- 
ten use just “it”, or when a more 
specific name is needed, they call it 
“Champ” or the “Hereford.” 
From the outside it is a typical 
Hereford, a popular breed, par- 
ticularly in the areas which Ralston 
dominates. It stands majestieally up 
to the belly in a pasture, head 
raised high and wearing a _ halter 
with a magnificent blue ribbon. The 
particular placement was chosen in 
answer to several problems. This 
attitude, a characteristic one, made 
it unnecessary to identify the sex 
of the animal from the outside, since 
the grass conceals all hints, Struc- 
turally, it made the animal much 
stronger. Its entire weight, and the 


“cow” or 


The Champ rides uncovered on its red and white checkered trailer, 
getting attention as it goes from date to date. 


weight of the people going through, 
does not have to be supported on 
four comparatively thin legs. The 
body now rests on the platform of 
the trailer, and the people who walk 
through walk on the floor as well. 
The legs are not missed, but if they 
were there, they would just touch 
the ground. For its size, the Champ 
stands in the correct 
to the ground. 


relationship 


>» This, then, isthe Champ. It started 


as an idea created by Ralston- 
Purina exhibit men William J. Sims 
and Chester W. Frazier, and the 
basic idea was turned over to Ed- 
ward P. Sutorius, Gardner Displays 
of Chicago, for execution, The first 
step, once the general idea had been 
firmed up, was to prepare accurate 
color sketches of the internal organs 
of a Hereford. To guide the artist. 
special color photos were taken of 
slaughtered and dissected steers. 
and the drawings were checked at 
all points by experienced veterinar- 
ians and cattlemen. 

While this was going on, a clay 
model of the animal was being made 
by a sculptor, based on photographs 
of champion animals. From _ the 
sketches of the internal organs, once 
they had been approved for tech- 
nical accuracy, a color scale model] 
was made, around which the outer 
shell fitted. This was used to get 
approval of the project at this stage 
from company officials, as well as 
a guide to further construction. 

The next step was to construct 
an armature of plywood for the out- 
side and another for the internal 
structure. These were used to make 
full-scale clay forms, which con- 
tained all the details which would 
be contained in the finished animal. 





. Fifteen minutes after 
stopping, the Champ is ready to receive 
visitors. Purina employes in Checkerboard 
Square got an early look at the exhibit. 


People Line Up. 


An idea of the scope of this project 
can be gathered from the fact that 
it used up more than 4,000 pounds 
of sculptor’s clay. As a matter of 
fact, this caused a minor emergency. 
As with most exhibit projects, the 
schedule was very tight, and nobody 
had given a thought about the clay. 
But when it was needed, it turned 
out that none of the art supply 
houses in the city of Chicago car- 
ried that much clay in stock, nor 
indeed, did all of them put together. 
To get enough, suppliers many miles 
from Chicago had to be called upon. 

The detail at this stage was pre- 
cise and carefully included in the 
clay. Take, for example, the outside 
of the hide. There is an exact way 
in which the hair of a Hereford 
grows. The pattern varies from one 
part of his body to another. Here- 
fords were examined, photographs 
taken, and experts consulted, to get 
it just right. 

The outer shell of the Hereford 
was made of Fiberglas combined 
with plastic, with the coloring an 
integral part of the material. This 
is the same material that is used for 
Navy crash boats, so its strength is 
almost as great as that of steel, It 
has the further advantage of being 
weather-resistant and light in 
weight. 


>» The inside is a combination of 
materials, with plastic figuring 
heavily. It was constructed in many 
pieces, partially for ease in con- 
struction, but largely because this 
would simplify the problem of main- 
tenance. If one of the parts breaks 
or needs replacement, it can be re- 
moved for repair or a new piece can 
be installed in its place. The in- 
ternal organs actually form the 
walls of a hollow enclosure, which 
is large enough to permit a work- 
man to enter. Thus minor repairs, 
like the replacement of bulbs, can 
be made without interfering with 
the flow of visitors. 

At Gardner it was estimated that 


30 craftsmen worked on the job, 
over a period of 210 working days. 
The exterior was molded in 29 dif- 
ferent parts, which were assembled 
outside the studio. 


» The Champ rides uncovered on 
its own trailer, so it serves as a 
traveling display as it rolls along 
the highway between appearances. 
The trailer was built especially low 
to prevent difficulty in clearances. 
The truck carries its own electrical 
generator, which furnishes power 
for the exhibit, the tape recorder on 
which the sound effects have been 
placed, and the floodlights that 
shine on the animal. 

Upon arrival at the point of ex- 
hibition, it is a matter of some 20 
minutes for the Champ to be in 
operation. After maneuvering the 
trailer into the proper position, a 
set of steps is lowered on either side 
of the entrance platform, just be- 
neath the Hereford’s head. A hand 
crank opens up the side of the beast 
to free the circular passageway 
through the animal. The generator 
is turned on and the Hereford is in 
business. 

Before its first Christmas, the 
Champ will visit nine state fairs, 
spending about 10 to 12 days at 
each. At Springfield, the attendance 
averaged 5,500 people per day, mak- 
ing a fair attendance alone of nearly 
half a million in the first four 
months of travel a highly probable 
figure. 

The ease of setting up for an 
audience, however, permits a much 
broader plan for the exhibit. Since 
it takes only 15 or 20 minutes to 
get set, very short stops, an after- 
noon or less, can be worked into 
the schedule. Thus arrangements 
are being made to have the Champ 
stop off at Purina dealers while en 
route from one fair to another. 
These audiences, hand-picked by 
the dealer, are expected to be ex- 
tremely valuable in a promotional 
sense. Other stops have been booked 
at schools of veterinary medicine and 
agriculture. The lack of blatant ad- 
vertising and the authenticity of the 
construction make it thoroughly ac- 
ceptable in such institutions. 


» The simplicity of operation has 
made it possible to keep the crew 
down to two. Purina assigned two 
of its young employes as_ tour 
supervisors, taking one from the 
sales department, the other from its 
public relations office. Howard 
Robinson, a graduate of Mississippi 
State with degrees in both educa- 
tion and animal husbandry, and 
with Army electronic experience, 
proved an ideal choice as crew 
leader. With him is Andy Dodds, a 
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How to get Full Color 


New, Low Cost, 
GIANT DISPLAY COLOR PRINTS 
by David Dean 
Color Laboratories, Inc. 
Now, you can afford beautiful color 
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institutional or decorative display pur- 
poses. These new color prints are: 
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dairy major from the University of 
Missouri. Assigned to the project 
in the spring of 1956, they were then 
sent to Chicago for a training period 
at Gardner Displays. There they 
learned about exhibit techniques, 
and specifically about the ins and 
outs of the Champ, not anatomical- 
ly, but structurally. They learned 
how to maintain the mechanism of 
the animal, to operate the tape re- 
corder, to maneuver the trailer and 
truck. The two men constitute the 
full crew of the Champ in its travels 
and appearances. At some fairs, 
local Purina dealers or branch of- 
fices may supply additional person- 
nel to talk to visitors or to help 
keep people in orderly lines, but Mr. 
Robinson and Mr. Dodds can run 
the exhibit by themselves. 


» As soon as plans for the Champ 
were announced, requests for its ap- 
pearance began to flow into the St. 
Louis headquarters of Purina. A 
solidly-booked schedule for two 
years was written, but many dates 
had to be turned down. Plans after 
the first two years have not been 
clarified. The exhibit may continue 
to tour, or it may be presented to a 
museum or agricultural college. 
Very little thought has been given 
to this matter, the current schedule 


Home-Building Caravan 
On Cross-Country Tour 


The increasing trend toward tak- 
ing the product to the prospect in a 
traveling caravan is seen once more 
in a $200,000 building product show 
that plans to cover 25,000 miles on 
a cross-country tour with stops at 
38 major cities. 

Sponsored by Producers’ Council 
Inc., Washington, the Home Build- 
ing Caravan was designed to in- 
terest builders, residential archi- 
tects and sub-contracting groups 
since the displays will stress ideas 
on building and _ merchandising 
homes. 

The Home Builders Caravan is 
the third traveling products exhi- 
bition sponsored by the Council 
since 1954. 44 


Self-Shipper Exhibit 
Installed in Five Minutes 

A “prefab” self-contained exhibit 
has been developed by Selexor Dis- 
plays, New York. The unit opens 
out of its own shipping case to fit 
an 8x8’ booth. Features include 
fluorescent lighting, plastic illumi- 
nated company name, perforated 
panels for product display or photo- 
montage, side shelves, cabinet stor- 


occupying most of the attention of 
Purina’s exhibit department. At one 
point some consideration was given 
to making a second duplicate, shift- 
ing to another popular breed. The 
first thought was that little more 
than surface markings would have 
to be changed. However, the skel- 
etal structure varies so much that 
to make an Aberdeen-Angus, for 
example, would require an almost 
completely new set of molds, and 
thus the cost of a second beast 
would approximate the $60,000 of 
the original exhibit. As a result, the 
idea of a second traveling exhibit 
has been pushed aside, at least for 
the time being. 

Initial reaction has been excellent. 
The Hereford has drawn crowds 
wherever it has been shown. At- 
tracted by the towering body, which 
acts as its own attractive announce- 
ment, by the realistic bellow which 
can be heard over the noises of the 
crowd, by the opportunity to satisfy 
one’s curiosity about the unfamiliar 
structure of such a familiar crea- 
ture, the farmers and potential cus- 
tomers of Ralston Purina are lining 
up in unexpected, but none the less 
welcome, numbers, and are spread- 
ing the name of the Purina Champ, 
one of the most talked-about fea- 
tures of the fairs. 44 


age compartment and clothes hang- 
er space. 

No particular skills are needed 
to put the “prefab” exhibit to work. 
says the company. Only a few min- 
utes are required to open the case, 
display one’s wares and be ready for 
visiting buyers or viewers. 

Construction is 34” plywood, 
hardboard, piano-hinged and safety 
hasped. Electrical installations are 
of approved materials. The unit is 
priced at $425, complete. 

Additional details are available. 


SOpy 


c a 
ee 


meee ~ ? } aes 
Grand Prize .. . 1956 Ford Thunderbird 
to be presented to some member of the 
iron and steel or allied industries attend- 
ing the 1956 Iron and Steel Exposition 
to be held September 25-28 in the Public 
Auditorium, Cleveland. Every registrant 
will receive a free chance on a drawing 
Membership in the Assn. of Iron and 
Steel Engineers is not required 





Six glamorous stars of Hollywood 
and Broadway told salesmen for 
Maremont Automotive Products Inc. 
that they like the “strong, quiet 
type” — in mufflers, that is — at 
the company’s annual sales meeting. 

The stars weren’t there for the 
meeting, but their sentiments were 
expressed via blow-ups of the com- 
pany’s 1956 advertising and promo- 
tion campaign. And they were ade- 
quately represented by a pretty 
model who barged into the meeting, 
apparently by mistake, early in the 
proceedings and returned later to 
make her message clear. 

The stars are Anita Ekberg, Ar- 
lene Dahl, Jayne Mansfield, Polly 
Bergen, Karen Sharpe and Coleen 
Gray. Each appears for two months 
at a time on Maremont muffler ads 
and point-of-sale promotion mate- 
rial. They tell the nation’s motor- 
ists that “I like the strong, quiet 
type” in auto mufflers as well as in 
men. 

Photos of the stars shared the 
sales meeting stage with some 105 
separate pieces of promotional ma- 
terial and other gimmicks, includ- 
ing a Chinese newspaper, a pair of 
asbestos gloves, several handfuls of 


The details of an exciting sales meeting built 


around an unglamorous product, using drama plus 


movie stars plus gimmicks to put the point across. 


aspirin tablets and a six-foot col- 
lapsible rule. 


> The salesmen, themselves, got into 
the act by donning paper hats char- 
acteristic of “types” of men in the 
four principal sections of the coun- 
try and by competing in a quiz 
show. 

The three-hour meeting was con- 
ducted in the Georgian Hotel, 
Evanston, Ill., by M. Robert Wolf- 
son, Maremont advertising, promo- 
tion and public relations director. 
He was assisted by two “professors,” 
two “playboys” in white ties and 
tails, two uniformed “Cossacks” and 
two sound-effects men. 


> The elaborate presentation  in- 
cluded flock-board displays of 62 
advertising and marketing pieces, 
and an audience participation quiz 
show with 36 contestants vying for 
18 prizes. It closed with a preview 
of the 16mm. sound-color film 
given to salesmen for use in region- 
al sales meetings. Even the film had 
a celebrity. Narration was by Alex 
Drier, NBC news reporter. 

Interest in the meeting was built 
up at the preceding luncheon when 


waitresses gave each salesman a 
hollowed-out walnut shell. In the 
shell was the message ‘“Competi- 
tion’s not a hard nut to crack . . 
Come learn how .. . Big ‘Nutcrack- 
ing’ session next Tiptop Room!” 


> Upon entering the meeting room 
each salesman was handed a paper 
hat characteristic of his sales region 
There were 10-gallon cowboy hats 
for the Westerners, farmer’s straws 
for men from Midwestern plains, 
Confederate Army caps for the 
Southerners and top hats for the 
“playboys” of the East. Political 
convention-type signs_ indicated 
where each “type” was to sit. 

Mr. Wolfson had barely opened 
the meeting when one of Chicago's 
prettiest models wandered con- 
fusedly down an aisle, explaining 
that she was looking for “my type.” 
Informed that this was a sales meet- 
ing and scarcely the time or place 
for her search, she withdrew. She 
came back later to help introduce 
the “strong, quiet type” ad cam- 
paign. 

During the session the uniformed 
“cossacks” posted the 62 separate 
marketing pieces on two _ flock- 
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Uniformed Cossack One of the assistants points out advertising and marketing 


pieces to be used in the campaign, all under the presence of glamor girl Jayne Mans- 
field, one of the six stars whose portraits are being used in ads this year 


boards as Mr. Wolfson explained why 
the muffler market is better than 
ever (more cars on the road, more 
old cars in need of attention, more 
cars with dual exhausts) and went 
through the special promotion kits 
for franchise dealers, 
and jobbers’ salesmen. 

The “professors,” in mortar 
boards and robes, posed the ques- 
tions during the quiz show and the 
prizes were awarded by the white- 
tie-and-tails “playboys.’” Three 
teams of two men each competed 
in each of six contests. Prizes 
ranged from a six-foot rule, with 
which to measure piles of new or- 
ders, to a red flashlight with which 
to see the sales road ahead in a rosy 
light. Questions were based on in- 
formation given by Mr. Wolfson 
about the new sales campaign. 

Behind the scenes the sound-ef- 
fects men played recordings of such 
songs as “A Pretty Girl Is Like A 
Melody” and “Dream Girl” as the 
pictures of the six glamor girls were 
unveiled 


wholesalers 


» Mr. Wolfson and staff spent some 
three menths writing the script and 
preparing the signs, posters and 
other materials used. A major con- 
sideration was organizing material 
to be used on the flock-boards so 
that the “Cossacks” could post sep- 
arate pieces in seconds without fear 
of mistakes. Numerous rehearsals 
were followed by a dress rehearsal 
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Behind the Scenes . Three shirtsleeved 
assistants handle the sound effects and 
script, while two costumed actors wait 
for their cue to go out front 


that went on until 2 a.m. the morn- 
ing before the meeting. 

Mr. Wolfson agreed that planning 
and coordinating all the elements 
of the meeting took time, but said 
the enthusiasm with which the 
presentation was received indicates 
that it will pay off handsomely in 
sales. 44 


Literature Offers Help 
On “‘Theme’”’ Ideas 


Literature providing practical help 
in “theme” ideas for meetings, sales 
contests, etc., is being offered by Or- 
ganization Services Inc., Detroit. 

The material includes a list of nov- 
elties, gifts, headwear, decorations 


and mailing gadgets, all available 
under various types of “theme” clas- 
sifications including pirates, carnival, 
baseball, circus, music, gay nineties, 
indian and western. 

The “Theme” literature also in- 
cludes a list of miscellaneous novel- 
ties suitable for safety promotions, 
etc. 


New Portable Booth 
Needs No Crating 


“No Crates Necessary,” is the 
theme of a leaflet on a new show 
booth developed by Display Crea- 
tors Inc., Chicago. 

A compact, sideboard type of 
unit, the “Self-Crating” booth has 
doors that swing out from each side 
for additional display space. The 
unit is ready for shipping by mere- 
ly closing these doors over the cen- 
ter display space and locking them 
in place. 

The booth is made entirely of 
plywood with solid oak skids 
around the entire cabinet. 

For display convenience, the unit 
has 1,000 watts of self-contained 
lighting plus two double gooseneck 
lights that fit above the open 
doors, removable pegboard panels 
in center section and on piano- 
hinged doors, and an 18-inch turn- 
table built in flush with the center 
counter. 

Additional features include a 
locked storage compartment below 
the center counter, a display self 
on each door, and the company 
logotype reproduced in wood cut- 
out letters at the top of the booth. 

Available in any color desired, 
with aluminum or brass hardware 
trim, the unit measures 8x9x2’ 
when open and 7’3”x4’6”x26” when 
closed. 


Mennen-Quinsana Exhibit 
Gives Treat to Beat Feet 


The lure of “free foot aid” recently 
drew thousands of weary visitors to 
the Mennen-Quinsana foot health 
station set up in the Do-It-Yourself 
show in New York. 

The first service of its kind for 
show visitors, the station was manned 
by foot experts and provided the 
complete facilities found at chirop- 
odists’ and podiatrists’ offices. 

The booth was set up in eoopera- 
tion with American Foot Health 
Foundation which previded X-ray 
equipment. 44 





A tie-in window . 


How to Use Tie-Ins 


to Promote Local 


TV Shows 


Want to keep your local tv show 
on top? Local and regional tie-ins 
may be the answer. Here are 
some tips on how to do it effec- 
tively and economically. 


. . A national program, “’This is Your Life,”’ 


and a national tie-in, but one which could easily be effective 


on a local basis. 


By James Joseph 


OK, you've established your cli- 
ent’s tv series as a solid rater in 
your community, perhaps are even 
expanding its coverage. You’ve won 
an audience. You’ve upped sales for 
the sponsor. Now comes the corker: 
how to keep the show up there on 
top, locally or regionally? 

How? By the same kind of slam- 
bang promotion which has become 
endemic to the big national shows, 
particularly the kiddie series. 

Only yours will be more modest. 
Still, it can beget jus< as startling re- 
sults, tho low-budgeted and plain- 
Jane, rather than high-priced and 
fancy. 


>The rules for local and regional 
tie-ins are the same as for national. 
Whatever the tie-in item, it’s good 
to enhance the show, keep its name 
and the name of its star before the 
public. It must build interest be- 
tween programs. It must boost good- 
will for both show and sponsor. And 
the tie-in item must be unique, 
something not obtainable in local 
stores, something “personalized” by 
the show’s star. Most important, 
something viewers be they mop- 
pets or grown-ups — really desire. 

Merchandise tie-ins? They’re one 
way, of course, and wonderfully ef- 
fective. Roy Rogers and Hopalong 


Cassidy proved it . . . and so did 
Annie Oakley. Millions of moppets 
romping backyards at this very mo- 
ment pack a Roy Rogers six-gun, are 
decked out in Annie Oakley cow- 
girl skirts and Hopalong Cassidy 
“Stetsons.”’ 

But yours is a local show, with lim- 
ited audience. A sizable viewing pub- 
lic, to be sure, still not the kind to 
entice major apparel manufacturers. 
If it’s going to be promotion, you and 
your agency will have to set your 
tie-in sights lower. And probably 
you'll be handling most of the pro- 
motion yourself without outside 
help. 


> What’s the first step? 

“Analyze your show for every pro- 
motional angle . . . aiming at the self- 
liquidators,’’ emphasizes Aaron 
Rothenberg, who’s merchandising di- 
rector for Beverly Hills’ Rothenberg 
& Associates. Rothenberg’s business 
is merchandising promotions . . . the 
tv tie-in. And behind him lie such 
spectacular successes as the Pacific 
Coast Borax Co.’s “20 Mule Team” 
do-it-yourself model; “This Is Your 
Life” albums and the “People Are 
Funny” games. 

Rothenberg has pulled plenty of 
tie-in tricks out of his promotional 
hat ... and some good gimmicks for 
regional series. 

Take one he’s developing right 


now for sponsors of a true-adventure 
show that’s aired on 8 California sta- 
tions. The show’s packaged from 
films brought back by explorers and 
adventurers. Off-hand, it would seem 
barren of big-time tie-ins. And so it 
seemed until Rothenberg came up 
with a capital idea (which is bound 
to make capital for both sponsor and 
series producer). What viewers 
wanted, Rothenberg analyzed, was a 
home library of the show’s adven- 
turous sequences, a real film library 
they could haul out to show friends, 
or review when they felt the urge to 
explore vicariously. Solution: show’s 
producer is capsuling each episode 
on 1%-ft. of 35mm film, splicing to- 
gether frames from the actual tele- 
cast, throwing in a title frame and 
another boosting the sponsor’s prod- 
uct. Viewers can buy each episode, 
complete with cardboard viewer, for 
50-cents and a boxtop. The whole 
26-week series will cost $13 in this 
“home-library” edition. Or viewers 
can buy two for a buck. Each episode, 
its 142-ft. long film strip and folding 
chipboard viewer (with diffuser and 
plastic lens) can be mailed for just 
3 cents. And it'll be a self-liquidator, 
will cost the sponsor nothing. He 
may, in fact, realize a small profit. 
Yet, for his efforts, he’ll splash his 
name across a goodly number of liv- 
ing rooms. The clever fold-up view- 
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WHAT’S THE GIMMICK? 





It’s the little things that make a big difference... 
the extra stuff that sales are made of. In other words, 
modern merchandising. 

What you see here is just a sample of merchandising 
and promotion extras that back up each and every 
CBS Television Film Sales syndicated property...the 
gimmicks and gadgets, promotion and advertising 
material that help a sponsor translate big audiences 
into big sales: records, comic books, toys, games, 
novelties, jewelry, self-liquidating premiums. And 
audience promotion too...specially-designed kits 
containing slides, trailers, telops, ad mats, displays, 
glossies, announcements and star stories. Everything 
a sponsor needs to get his show off to a fast start 
and keep sales rolling. 

Little things. But they’re sales-clinchers when coupled 
with any of CBS Television Film Sales’ top-rated 
syndicated films—fastest-moving films in television! 


CBS TELEVISION FILM SALES, INC. oe en 
2 * — 


Distributing Amos ’n’ Andy, The Gene Autry Show, Buffalo Bill, Jr., 
Cases of Eddie Drake, Fabian of Scotland Yard, Holiday in Paris, 
Files of Jeffrey Jones, Life with Father, Adventures of Long John 
Silver, Annie Oakley, The Range Rider, San Francisco Beat, The Whistler, 
Navy Log, Assignment Foreign Legion and Newsfilm—a product 

of CBS News. 
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Mantel decorations 


. in more than a million homes, this animated trade-mark of Pacific 


Coast Borax Co. is an example of a well thought-out tie-in. 


er and episode strip?—a sure-fire ap- 
pealer. 

And remember, this tie-in was 
originated for a strictly regional pro- 
gram, with but eight outlets. 


>For a dairy sponsor, Rothenberg 
has suggested a creambottle coin 
bank. Creambottle is %-pt, a glass 
bank with a bright nickel-plated steel 
top, punched with a slot to take coins 
up to 50¢. Steel cover is hinged, 
comes with a miniature padlock and 
two keys. Sponsor’s message and 
show’s star get prominent display on 
the bank’s front label. 


>For another telecast, Rothenberg 
suggested a 25-cent liquidator: three 
silver bullets in a holder (series is a 
kiddie western). Bullet holder is 
white plastic and arrow shaped. Bul- 
lets are silver painted. It’s a great 
item for the kiddies. Boys sew the 
holder on their jeans, belts, shirt 
pockets and hats. Girls — on skirts, 
belts, blouses and handbags. The 25- 
cents and a box-top asked for this 
tie-in premium will liquidate all 
costs, perhaps return a small profit. 
And without spending a penny, both 
show and sponsor will win goodwill 
and audience loyalty. 

“In some cases,” advises Rothen- 
berg, “you can pick up an item that’s 
already being manufactured, perhaps 
a former slow-mover, and with a 
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minimum of restyling custom-tailor 
it to your show. Or perhaps you'll 
have to originate the premium. 
Usually a local novelty maker will 
jump at the chance to create a premi- 
um, particularly if you guarantee 
him substantial volume.” 

Aside from the self-liquidators, the 
local show can also capitalize on 
viewers’ urge to “join” —let them par- 
ticipate in your series by joining a 
club. This is a proven audience- 
builder with the moppets — who'll 
keep mom buying box tops and soak- 
ing off labels ad infinitum. 


>Here are ready-made club aids, 
available from most advertising spe- 
cialty jobbers, needing only person- 
alization through overprinting: 


1. Two-Color Plastic Buttons... 
these, high quality, red and blue, fea- 
turing photo of your series’ star as 
he appears on TV (in costume). But- 
tons are about 1%4-inch dia., with 
straight pin back. Imprint area on 
face for product identification. Quan- 
tities for price-break begin at 1,000 
units. 


2. Club Membership Cards... beau- 
tiful two-color, 334x214”, round cor- 
nered, blue and gold with red seal. 
Back has good citizenship pledge. 
Quantities begin at 1,000, with spon- 
sor’s name imprinted. 


3. Membership Certificates... 
(which splash series’ and sponsor’s 
name from juvenile playrooms). Cer- 
tificates, on high quality 84x11” 
stock, are two color, gold and black, 
with imprint space on face and back 
for sponsor’s message. Minimum 
quantity: 1,000. 


4. Autographed Pin-Up Pictures... 
offset, 60-lb Lithocoat, 7x11” with 2” 
above or below photo for imprinting. 
Or, any of the larger photo houses 
offer quantity photo prices in 8x10s, 
scaled down to 5¢ a print if you order 
enough. Photo plus boxtop and 10¢ 
makes this a self-liquidator. 


5. Peep-viewer . . . a self-liquidat- 
ing “must” for tv clubbers, this view- 
er with Kodachrome transparency of 
your show’s star, sponsor’s message 
(better, star holding sponsor’s prod- 
uct), key chain and mailing card 
can find big acceptance for 25¢ and 
box-top. 


> Promote a club. . . promote viewer 
participation by membership .. . and 
you've won loyalty, upped ratings, 
boosted star, show and sponsor. It 
works for the big nationals. It'll 
work for the local or regional tele- 
cast just as well. 

The list of self-liquidators is as 
large as the nearest specialty house 
catalog. Or, like the creambottle 
bank, you can press into use a 
standard product (dairy bottle), re- 
styled to a bank merely by addition 
of a coin-slotted cap and miniature 
padlock. 

Rothenberg believes such self- 
liquidators mean “plus value” for 
just about everybody. They create 
interest in the product. And they 
pull the audience closer to your 
program and its star. 

The big national series can em- 
bark upon a licensing and endorse- 
ment program, find plenty of manu- 
facturers who'll tie-in . . . and pay 
handsomely for the privilege. The 
local or regional series usually can't. 
So the promotional job falls to you 

. the agency. Backing you are a 
half a hundred novelty houses, with 
wares aplenty adaptable to just 
about any series existent. And most 
important of all . . . at no cost to the 
sponsor. 44 


Chain Gives Suppliers 
Radio and TV Support 


A chain of St. Louis food stores 
is giving suppliers who participate 
in its radio or tv commercials a 
merchandising bonus. Bettendorf’s 
Inc. notifies buyers, managers, stock 
keepers and sales personnel 
throughout its nine stores of the 





items to be featured on its radio 
and tv programs in the coming ~ 
week. Products displayed in the THERE'S THAT MARVELLUM BEAUTY- \ 
Bettendorf “Showcase” are then SHOWING OFF AGAIN ! 
backed up by merchandising serv- 
ices such as special displays, shelf- 
talkers, posters, newspaper adver- 
tising and special stock supervi- 
sion. 
In each store a stock supervisor 
daily checks and replenishes the 
shelf stock and display pieces of 
products promoted on the programs. 
Suppliers report marked sales in- 
creases as a result of this focusing. 
New brands, says the store, have 
become strong contenders for the 
top position in their fields. 
Live commercials are used ex- 
clusively. Products in company tv 
commercials are displayed promi- 
nently in a shadow box. Radio mer- 
chandising makes use of popular 
news participations in programs, 
weathercasts and a syndicated fea- 


ture. 44 


One-Minute Spectaculars 
For Royal Crown Cola 


A series of one-minute spectacu- “ - 
lars in television commercials has MARVELLUM COVERS ARE "SHOW-OFFS 


been produced for Royal Crown Marvellum’s seal-grain covers will never do tricks with a ball. 
Cola bottlers by Compton Adver- | ice sidlidele, She ciaaiee ty aieaiienieeed Gill aa stats asieilie stl 

tising Inc., New York. The commer- ; . — 3 es i oe, Sa, Ses 
cials, entitled “Mardi Gras” and | portfolios, booklets, etc., where “‘show”’ is important, Marvellum 
“Court Jester,’ feature 71 separate covers are tops. Due to an unusual process, Marvellum cover 
scenes and a mix involving six dif- papers have a soft, rich, leathery feel, unlike any other cover 


ferent sound tracks as compared to papers on the market. They give you richer colors, better fold- 
the usual six or seven scenes and 


; ing and an excellent printing surface — for offset, letterpress, silk- 
two or three sound tracks. : 
The productions involve a new | screen or stamping. Write today — or see your jobber for samples 
technique of fast-moving action and and test-run sheets. 
integrated product selling. Com- 
bining extreme closeups with ani- 


mated lighting technique, the com- eu 
mercials are said to literally bubble | Jue maRVELLUM COMPANY \naX HOLYOKE, MASS. 
and sparkle, bringing to the scene 
an effect that packs a sales story. 

The Royal Crown series was 
filmed by Television Graphics, New . .. for more details circle 811, page 105 
York, and directed by Bernie Rubin. | 
Music was planned by Jerry Jerome 
and film editor was Allan Gittler.4¢ 4 


S 8 8S S S&S To start getting your share of 


Advertising 
Requirements 


| sales power in the $3 billion 
7 Ganaiinine os eee advertising-production-merchandising 
tacular film commercial produced for market, call your AR representative today. 


Royal Crown Cola features Bunny Cooper 


as ‘‘Miss Royal Crown’’ and John Mac- | Advertising Requirements, 200 E. Illinois St., Chicago 
Kay as her Mardi Gras escort 
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Coliseum =><1 e Displayers., Inc., 
—"Robert Kayton 
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Just imagine .. . 40,000 sq. ft. of productive space 
in New York... headquarters of the ‘“‘management- 
creative” team for both Exhibits and P.O.P. Displays! 
In Kingston, N. Y., an additional 35,000 sq. ft. 
devoted solely to the production of P.O.P. Displays. 


ROBERT KAYTON 
ASSOCIATES Inc. 


The Displayers, inc. * 635 West 54th Street, New York 19,°New York + Affiliate: Robert Kayton Associates, Inc. 


. for more details circle 786, page 105 


HANKSCRAFT 
DISPLAY MOTORS |... 


This heads-up display is getting plenty 

of votes — and sales-provoking attention 
— for Regal Pale Beer. Everyone 

agrees that motion moves merchandise. 
That's why you'll find so many famous 
names in action with low-cost trouble-free 
Hankscraft display motors. They 

operate for weeks without attention — 


and on ordinary flashlight batteries! 


eee TAKE HOME A 
S Franci nd Chi 
an Francisco a cago REGAL SIX PACK 


FREE BOOK! 16 pages of detailed informa- 
tion and drawings on 11 basic Hankscraft THE HANKSCRAFT COMPANY, Reedsburg, Wis., Dept. AR-10 
models, special motor applications and free 


engineering service that will help you plan the Please send me FREE manual on Hankscraft Display Motors 
most effective animation for your display. 


THE HANKSCRAFT COMPANY 
REEDSBURG, WISCONSIN acai 
Hankscroft 1240-L6 motor with special Sales Offices in these principal cities: 
bracket for second motion is operated by CHICAGO * PHILADELPHIA * MINNEAPOLIS ; 
6-volt lantern battery. NEW YORK * DALLAS * TORONTO (Ontario) City State 
SAN FRANCISCO (Erlach Lee Company) 


Nome 


Street Address 


- for more details circle 794, page 105 
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Four 


Roses 


uses lithography to get 


an impressive window display — 


life-size, realistic, colorful. 


e Man in the Window 


The latest Four Roses’ window 
display, featuring a lifesize cutout 
of a man sitting in a wooden folding 
chair, is a good example of a client 
working closely with his supplier — 
so closely that the figure is not a 
professional model, but the contact 
man from supplier to client. 

Four Roses Distillers Co., New 
York, working from a dummy dis- 
play, had considered a dozen pro- 
fessional models before deciding the 
best model for this particular dis- 
play would be the display salesman, 
Kenneth Murray from Leon L. 
Berkowitz Co., Philadelphia. 

Chris Carriuolo, Four Roses’ na- 
tional sales promotion manager. 
told AR, “The contact man _ had 
posed for the mockup. None of the 
models seemed to be what we 
wanted. The more we saw, the more 
we leaned toward the _ supplier 
man.” 

So Mr. Murray signed a model 
release, the client wound up with 
an off-beat display featuring a new 
face, the supplier cemented the 
order, and the contact man received 
his job commission for some 3,500 
displays. 


> The display, a summer patio 
scene, features a four-plane, folded- 
in-dimension, lithographed cutout. 
The figure, through a series of folds 
and wire stays, has his back par- 
tially to the window shopper, is 
glancing over his right shoulder, 
holding a bottle of Four Roses in 


his left hand, left forearm on left 
knee, right forearm on arm of chair 
via an invisible wire bracket, left 
leg crossed over right. 

Berkowitz farmed out the figure 
printing to Alpha Lithograph Co., 
Camden, N. J., which mounted 70- 
lb. offset to 65-lb. board before die- 
cutting. 


> Another integral part of the dis- 
play was the yacht chair, a bit of 
furniture also familiar as part of the 
decor when movie directors and 
actors are on location. Again, the 
supplier had to show ingenuity, as 
the original canvas on the chairs 
was striped awning material, nor- 
mal for yacht chairs. However, this 
was corrected by roller printing in 
a solid color, cool blue for a sum- 
mer display. Across the back canvas 
was silk screened in red and green 
the brand’s familiar trademark, a 
spray of four bright red roses, and 
the words, “Reserved for Four 
Roses Time.” 

Beside the chair, implanted in 
lithographed grass, is a wire holder 
containing a lithographed highball, 
diecut and folded round, with a 
card denoting, “Four Roses High- 
ball.” Again, by Berkowitz via 
Alpha. On the grass is a casually 
dropped copy of the July 2 issue of 
Life open to the Four Roses’ ice- 
cake ad, tieing-in the display with 
the summer ad campaign. The copy 
of Life was simulated by lithogra- 
phy, placed by Four Roses directly 


with Bagraw-Hill, New York, on 
tag stock, semi-rigid lightweight 
cardboard. 

An off-white lithographed brick 
base at the front and a white-and- 
pink lithographed brick back wall 
simulating the siding of a house 
round out the impression of a com- 
plete scene. The back wall is a 
standard background 
had in stock. 


Four Roses 


>» According to Four Roses’ Carriu- 
olo, the display was predicated on 
some belief he formed from an off- 
hand survey which showed the dis- 
play limitations placed on national 
suppliers and the demands for time 
and attention placed on the win- 
dow-shopping consumer. 

Summer is a big time for gin and 
vodka, he found, and a _ whiskey 
display has to be different to get 
summer attention. Four Roses had 
used its ice cake (four roses im- 
bedded in an actual cake of ice) 
with some effect for a dozen years, 
and wanted to retain the impact of 
the ice-cake display with a tie-in 
in a different manner. The patio 
scene, leisurely and casual, would 
draw more attention than the 
factory-type display, 
felt. 

“The almost forgotten subtle ap- 
proach can be far more effective 
than so-called hard sell today,” Mr. 
Carriuolo said. “Increasing competi- 
tion for consumer attention among 
windows in any shopping area has 


Four’ Roses 


Window & Store Displays * 95 





ea rom te LG 


P TRMYTG OTT U 
P-0-P SIGNS 


FOR INDOOR 
OR OUTDOOR 
USE 















BACKING 
PEELS OFF! 
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Prentice Products Co. 


Lincoln Highway East + Ft. Wayne, Ind. 


. » for more details circle 831, page 105 
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tended to force emphasis upon hard 
sell. But the consumer window- 
shops on a strict time schedule, 
whether he realizes it or not, and 
many shoppers have become callous 
to the blatant window display.” 


> Four Roses looked into the dis- 
play picture and found that the 
liquor window doesn’t vary from 
window to window. It’s usually 
square in format, 32x34” or 32x36", 
and has a drink element, a bottle 
element, and a message. Partly be- 
cause of this, the consumer has be- 
come immune to the image or 
brand-impression window. But a 
custom window captures attention, 
sometimes through novelty, some- 
times through seasonal appeal. 
“The only people who appear to 
have recognized the problem and 
who have done something about it 
are the specialty shop operators,” 
Mr. Carriuolo told AR. “But they 
have been better equipped to un- 
dertake special approaches than any 
national supplier could be. The na- 
tional supplier must build displays 
to fit all markets, all outlets, all 
market conditions, and this has 
tended to channelize his thinking 
restrictively. An ever-increasing 
emphasis on window displays has 
resulted in a sameness of approach 
among suppliers in nearly all fields.” 
The Four Roses display, he feels, 
does not shout, makes a_ psycho- 
logical impression more effective 
than a loud voice. At first the dis- 
tiller planned to limit his display 
distribution to the eastern region, 
but advance bookings by Four 
Roses’ 60 distributor salesmen, pro- 
fessional installation services in 
major cities over 200,000 not cov- 
ered by Four Roses men, and some 
3,500 retailers caused the distiller 
to consider making the unit availa- 
ble throughout the country, particu- 
larly in the east and midwest, gen- 
erally to distilled spirits licensees 
wherever regulations permit. 


Everything for the display but 


\ 
4 





J fer 
GERANIOS 


‘‘Maybe if | had employed an inten- 
sive point-of-purchase campaign to 
tie in with seasonal retail selling. . .’’ 


the chair was packaged five sets 
to a 34x40” container, and shipped 
June 20 to distribution points, com- 
plete with step-by-step installation 
instruction sheets. Chairs were 
shipped separately, individually. 
The instruction sheet pointed out 
the unit is adaptable for use as an 
interior display. “Interiors are im- 
portant to sell merchandise, too,” 
Mr. Carriuolo said, and some stores 
have used them that way. 44 


Booklet Outlines Store 
Design Characteristics 


The function of design in bring- 
ing customers from the sidewalk to 
the actual point of purchase, with 
especial reference to the problems 
of the small store, is covered in a 
new 16-page booklet by designer 
May Bender, of Lane-Bender Inc., 
New York. The booklet is a sum- 
mary of a round table discussion 
at the annual convention of the As- 
sociated Retail Confectioners. 

Sections of the booklet cover 
such topics as traffic control, sales 
space; building materials; store 
fronts, entrance signs and displays: 
the use of coordinated colors; store 
lighting. 


Copies of the booklet, entitled 
“Store Design and Color Tech- 
nique,” are available. 

5 718 
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Storecast Symbols Guide 
Buyer to Goods on Shelf 


Housewives can locate advertised 
brands in food stores more easily 
by means of a new point-of-sale 
directory developed by Storecast 
Corp. of America. Symbols of an 
eye and star, carrying out the slo- 
gan, “Keep your eye on the Store- 
cast stars,” are repeated in numer- 
ous places throughout the store and 
help show the shopper the exact 
location of products. As the shop- 
per sees the eye and star in an 
aile display, the same _ symbols 
immediately apear on an especially 
designed shelf strip located along 
the frontage where the product is 
on sale. 

The symbol tie-in is being in- 
troduced in new installations of 
“Supravision,” a general indoor ad- 
vertising-merchandising system, 
throughout more than 100 Acme 
Markets in the Johnstown and 
Wilkes-Barre zones of American 
Stores Co. in Pennsylvania. 

Aisle displays are also being en- 
larged to include a listing of prod- 
uct categories as well as advertis- 


ing. 44 
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The most important three feet 
your product ever travels is that 
distance between shelf and shopping 
cart! It's the measure of difference 
between an eye-catcher and a dust- 


catcher... between acceptance and rejection 


... between a hot item—and a dead duck. 


Better not guess whether or not your product 
can “go the distance’! Make sure—with 
attractive, sales-compelling packaging by Milprint, 
the only source to offer you the widest variety of 
packaging materials and printing processes p/us 
over fifty years’ experience in creating and producing 
packages that sell! Call your Milprint man—first/ 


this insert lithographed by Milprint, Inc. 
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printed cellophane, pliofi!m, 
polyethylene, saran, acetate, 
glassine, vitafiim, foils, 
laminations, folding cartons, 
bags, lithographed displays, 
printed promotional material 
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PACKAGING MATERIALS 
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*Reg. U. S. Pat. Off. : ; : : 
7 general offices, Milwaukee, Wisconsin 
sales offices in principal cities 
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Printed on 


They're easy to apply 
...just peel off back- 
ing paper...press 
calendar into place 


“2 |S 
.»- Get Year ‘Round Attention 
To Your Sales Message! 


Your customers and prospects put 
self-adhesive FASSON calendars on their 
walls, table tops or desks where they 
can refer to them easily during 

the entire year. 


1957 will be here soon. Get your calendars and sales 
message printed on self-adhesive NOW. 


Mail Coupon Now for Prices of FASSON calendar stock...and a FREE calendar. 


Fasson Products 
Division of Avery Paper Company 
Sales offices in 
Boston Miami 
Chicago New York 
Cleveland Oakland, Calif. 
Detroit Philadelphia 


Fasson Products 
Division of Avery Paper Company 
260 Chester Ave. 
Painesville, Ohio 
Send me FASSON Stock Prices and FREE Calendar. 


ee 
Company 


Street 
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ceit-stick || HANG’N-STICK || PARA-STICK || TWIN-STICK 


‘DID YOU 


KNOW ..... 


... that we can guarantee the success of your display 
by supplying an adhesive product that will easily and 
firmly adhere displays at point of purchase. 


DURABLE manufactures a complete line of adhesive coated 
products for hanging displays. Write to... 


609 W. Lake St. 
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RUBBER PRODUCTS CO 
Chicago 6, Ill. 
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From the Ceiling . . . These nylon-clad 
legs revolve with the aid of a Vue-More 
upside-down turntable in this window 
display designed for Burlington Mills by 
Neel Bate Inc., New York designer 


Display Board Shows 
Power Tool Line 


Triple-purpose display has been 
designed for Wen Products Inc., to 
display its entire power tool line. 
The board, which accommodates 
one each of the four tools now on 
the market, can stand on its tripod 
wooden legs, can stand as an easel 
on the counter, or can hang on the 
wall. With five colors giving it eye 
appeal, it lists the prices of the 
available models. A wire rack holds 
48 stuffers with full description of 
each Wen consumer product. 

According to the manufacturer, 
this is the first such display in the 
hand power tool field. 44 


Ads Seen Traveling 
On Major Carriers 


Information on a new outdoor ad- 
vertising service that enables adver- 
tising panels to be installed on the 
rear surface of truck trailers is avail- 
able from the Robert A. Haas Co., 
Pittsburgh. 

The new service can be had on 
either a national or regional basis 
and uses trucks operated by major 
common carrier trucking companies. 

Each truck is guaranteed to travel 
a minimum of 5,000 miles per month, 
and traveling over turnpikes and 
freeways where other forms of visual 
advertising are prohibited, the pos- 
ters offer advertisers a novel way to 
reach an audience previously denied. 

Two separate panels, each measur- 
ing 30x42”, reflectorized for night- 
time visibility, are installed on each 
trailer. 

Additional details are available. 

For 
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Everything from the Carton 


Every display piece, with the 
exception of the girl, comes from the new Schenley shipping 


/ 
sa ff hye nt "oon 


Schenley 


carton. The retailer, when he receives this carton of pints, can 
make stackers, shelf-edgers, streamers and posters from the box 


Double Duty from a Shipping Case 


Ordinarily, shipping containers 
are thrown in the trash pile when 
emptied by retailers. And the man- 
ufacturer spends additional money 
producing and shipping displays 
separately so the retailer may dress 
up his window or counter with the 
manufacturer’s product. 

Schenley Distillers Co. New 
York, has a_ shipping container 
called the AdverCase, so designed 
that once the contents have been 
removed the: case itself can be 


Schenley decided to do something useful with the card- 


board boxes it shipped its products in; careful planning 


led to complete utilization of every square inch. 


transformed into displays for the 
contents. 

Top and bottom pads, liners, sep- 
arators, case sides and flaps of the 
AdverCase become displays. or 
signs for bars and package stores. 
It was designed by Dan Goldstein, 
Schenley merchandising. 


> There are four sizes of Adver- 
Cases, one housing quarts for bars 
and three for fifths, pints and half- 
pints to package stores. While the 


designing, engineering and collating 
for each is basically the same, the 
display sign material in each is 
somewhat different. 


® Out of the tavern quart shipper 
come checker and quoits games— 
12 red checkers and two quoits 
from the top pad, 12 black checkers 
and two more quoits from the bot- 
tom pad, checker board and three 
tilted bottle targets from the liner. 
Separators become stackers, flaps 
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Especially for Taverns 


Dan Goldstein, Schenley merchandising executive, shows off 


the quart bottle shipping case, which turns into stacking pieces, as well as tavern games, 


like the quoit throw on the back wall. 


are cut into back-bar mirror serv- 
ice signs and the inner facing of 
the case turns into a_ back-bar 
overhead sign. 

® From a case of fifths emerge 
display cards with easel bases from 
the top and bottom pads; stacking 
supports from the separators; one, 
three and eight-bottle displays from 
the liner: a counter-front sign from 
the case sides and new-drink recipe 
cards from the flaps. 


© The pint package produces still 
further display varieties—a pair of 
bottle shelf frame glorifiers from the 
top pad, an eight-bottle display and 
shelf strip from the bottom pad, 


Versatile Carton . The shipping box for 
fifths turns into a different assortment of 


display pieces. 
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mass stacking separators, one-bot- 
tle counter unit and overhead dis- 
play from the liner, service cards 
from the flaps, hard-sell signs from 
the case. 


e And the half-pint case produces, 
in addition to gift and customer 
signs from the flaps and case, a 
colorful window display with cards 
from the top and bottom pads held 
together with notched portions from 
three sides of the liner for base, 
pedestal and overhead bridging. 
Fourth side of the liner makes a 
one-bottle display. 


>» The AdverCase employs’ two 
printing processes, full-color lithog- 
raphy mounted on corrugated kraft 
stock and two-color (gold and 
black) rubber die printing on 
bleached white kraft. The use of 
gold backs up Schenley’s promo- 
tional campaign for Schenley Re- 
serve, “The Golden Age of Ele- 
gance,” signified by the introduction 
in the AdverCase of a clear-glass, 
white-and-gold label bottle which 
replaces the 22-year-old 
glass, black-label bottle. 
Schenley devised the AdverCase 
to save costs of separately produc- 
ing, shipping and setting up display 
material, to have the display mate- 
rial arrive at the same time as the 
goods to be sold, and to get display 
material into small taverns and 
package stores which otherwise 
never have any display material. 
Instruction sheets explain how to 


amber- 


set up the displays, through die-cut 
lines, punches, perforations and 
knife-or-razor use. 

Patents on the case have been 
taken out by Schenley in this and 
other countries, expecting that other 
producers of retail items for stack- 
ing and displaying in windows or 
on counters would find its use 
advantageous. The company plans 
to lease or license AdverCase pat- 
ents to others when requested. 

The white carton reportedly ships 
well, and has been designed for a 
minimum of inside display scuffing 
by the bottles. Actual installation 
ease by taverns and package stores 
will determine the future use of 
AdverCase. 44 


Carton for Travel Sets 
Made of Clear Plastafol 


A new “first” in the packaging field 
is seen in a folding carton introduced 
by Walter Pitkin & Co., New York. 
that makes a traveling set out of 
three separate items. 

Designed to appeal especially to 
overseas travelers, the carton con- 
tains a map of a specific country, an 


atlas and a foreign currency con- 
verter. 

It is made of unprinted, transparent 
Plastafol produced by Gair Cartons 
Division of Robert Gair Inc., New 
York, and the “see-through” feature 
of the material lets the customer see 
the items in the set at a glance. In 
addition, the transparency of the 
Plastafol allows the brightly colored 
cover of the atlas to become a self- 
merchandiser and does away with the 
need of carton labeling since the 
name of the country covered by the 
set is printed on a band wrapped 
around the three items in the set. 

A tuck-top fastened with re-seal- 
able tape permits customer inspection 
and re-use after the carton has been 
opened. 44 





before... 


Salada’s third change 
in its package design 
in 64 years brings three 


sales advantages. 


Redesign Increases Visibility 


When Salada Tea Co., Boston, de- 
cided to redesign its packages, it was 
not a decision lightly adopted. For in 
the 64 years of the company’s life, 
only three package designs had been 
used, and one of them had lasted for 
50 years! 

The first phase of the job was the 
packaging of tea bags, the leader in 
volume of sales. As the newly- 
designed cartons reached supermar- 
ket shelves, company officials could 
point to three advantages achieved 
by the shift-over: 


e Increased product association 
a much stronger, specific association 
with tea than had the old package. 


e Better mass-display value ...a 
vital factor in light of today’s shop- 
ping habits. 


e Greater visual excitement ... at- 
traction for the hand of the consumer 
at the critical point-of-sale. 


> Such advantages are not achieved 
by accident. The design was turned 
over to Frank Gianninoto, fresh from 
his successful work on the Marlboro 
cigarette package. His first step was 
a thorough market survey, looking 


at the individual Salada packages, 
and especially how they looked in 
mass display and in 
with other brands. 

It became apparent that only the 
largest of the old series of packages 
was large enough to serve as a bill- 
board on the crowded supermarket 
shelves. In order to get a larger dis- 
play area on the face of the packages, 
the shape of the carton was changed. 
The number of square inches was in- 
creased, while the depth of the box 
was reduced. This kept it at the same 
approximate volume. As a result, the 
new package has greater attention 
value. 

The basic design for the tea bag 
packages uses a stylized bag, repeated 
in a band running around the center 
of the carton. This adds a decorative 
note, and the designer feels that even 
if the symbolism of the tea bag is 
missed, the pattern by itself is deco- 
rative and friendly, with a gay and 
somewhat frivolous look, 
stronger appeal to women. 


competition 


with a 


> Legibility of the brand name was 
increased through a shift from all 
caps to a bold logotype using both 
upper and lower case type. In addi- 


tion, the pair of quotation marks 
which, for some reason or other, had 
been used almost from the beginning 
of the company’s history, was 
dropped. 

The old blue and yellow were re- 
tained, but the yellow was made 
considerably brighter and more in- 
tense. This helps build the thought 
of tea as a stimulating beverage, 
which is a constant theme of the com- 
pany’s promotion. 44 


Salada designer Frank Gianninoto wa: 
called in to handle the redesign job 
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Cut costs of imprinting 
dealer literature ! 


Stouffer Tests Packages 
In Chicago Supermarkets 


A new waxed paper wrapper de- 
signed to meet “famous brand” com- 
petition in supermarkets is being 
tested in the Chicago retail market 
by Stouffer Corp.’s Frozen Foods 
Division, Cleveland. 

Since the new wrapper not only 
had to attract the shopper’s attention 
to a brand name that was compara- 
tively new to the supermarkets but 
also had to meet economy and spe- 
cific mechanical requirements, Lip- 
pincott & Margulies Inc., New York 
designers, made a complete departure 
from the package used by Stouffer 
since 1954. 

The former package wrapper had 
been designed when the restaurant 
chain began a limited retail distri- 
bution of its frozen cooked foods 
through a “carry-out” service for 
restaurant guests. Besides lacking 
in “shopper-stopping” ability, the 
wrapper had a tendency to tear and 


with the Pitney-Bowes Imprinter 


Now, you can imprint dealer advertising literature and 
other material as individual orders come in...without 
waiting for press quantities or to fill forms, without the 

complications and expense of changing signatures in forms 
for various quantities — with this new PB Package 
Imprinter. And at considerable savings of time and costs. 


PITNEY-BOWES 
Imprinting 
Machines 


Made by the originators of the postage meter... 
Service from 289 cities in U.S. and Canada. 


e The PB Package Imprinter prints up to 7500 
pieces an hour, from type or rubber mats, printing 
surface 4 by 18 inches, on sizes as large as 18 by 18 
inches, most any weight of paper or board up to 
3/16 inches. Also imprints packages, bags, wrap- 
pers, display cards. 


e Stable liquid ink dries instantly on most types 
of foil, cellophane and plastics. 


e Easily adjustable, and does not need a trained 
operator. Automatic powered stacker optional. 
Pitney-Bowes service from 289 points, coast to 
coast. 


e Ask the nearest PB office for demonstration, 


or send coupon for free illustrated booklet and 
case studies. 


—_ memes me ema me ee ee ce 
PITNEY-BOWES, INC, 


6229 Crosby Street 
Stamford, Conn. 


studies on the Imprinter to: 


Name 


' 
I 
i 
1 
| Send free illustrated booklet and case 
I 
I 
i 
i 


Address 


See our exhibit at National Business Show, N. Y. Coliseum — October 15-19. 
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become unsealed, according to the 
company. 


>The new wrappers are made of 
waxed paper, a material considered 
to be reliable in three features: 

e Sturdiness 

® Sealing ability 

e Moisture retention 


The design—keynoted to visually 
express the “homemade flavor” of 
the foods and the idea that it is pre- 
pared in small batches as in the home 
—depicts a casserole, salt shaker, 
and a pepper mill in brown and white 
with touches of chartreuse against a 
deep coral background. Emphasis is 
put upon the “Stouffer” logo centered 
in the casserole with the package 
contents labeled on the white space 
below. The entire design is repeated 
on all four sides of the package. 

Promotion of the new package 
being tested includes almost actual 
size reproductions in newspaper ads 
and a folder placed on the tables in 
Stouffer restaurants. The cover of the 
folder is an exact facsimile of the face 
of the new package in size, color and 
design except for the container in- 
formation which reads: “Now at your 
neighborhood market.” 44 





Wine Company ‘‘Tells All’ 
Via Back Bottle Labels 


New back bottle labels that “tell 
all” to both consumer and dealer are 
being used by Beaulieu Vineyard, 
San Francisca, on the company’s en- 
tire line of Napa Valley table wines. 

In addition to the customary iden- 
tification of the brand name and ge- 
neric wine type required on labels by 
federal regulations, the “tell-all” 
back labels reveal the following in- 
formation: 


e The specific variety or combina- 
tion of varieties of grapes that make 
up the wine. 


e A description of each grape variety 
and an explanation of its significance. 


e The number of acres at B.V. vine- 
yards devoted to growing grapes in 
the variety mentioned. 


e A description of the wine itself. 
As an additional service to the cus- 
tomer, the labels also give a correct 
service guide for the specific wine in 
the bottle. 44 


Aluminum Labels Have 
Anodized Lettering 


Colorful labels of .003” alumi- 
num whose letters, characters and 
colors are anodized into the foil, 
have been introduced by C&H Sup- 
ply Co., Inglewood, Calif., under 
the name of Metal-Cal. According 
to the manufacturer, the labels 
won't peel, chip or crack, and they 
outlast both decals and litho plates 
under difficult weathering condi- 
tions. The labels come with a spe- 
cial pressure-sensitive adhesive 
backing which forms a permanent 
bond on metal, porcelain, plastics, 
glass, wood, paint or enameled sur- 
faces. 

A descriptive folder and a collec- 
tion of samples are available. 


Avisco Shows Packager 
To NRDGA Exhibit 


A new machine developed espe- 
cially for the packaging of irregularly 
shaped textile items was introduced 
to the National Retail Dry Goods 
Assn.’s Packaging Clinic, New York, 
by American Viscose Corp.’s Film Di- 
vision, Philadelphia. 

According to Avisco, the semi- 
automatic machine makes greater 
speed and economy possible in pack- 
aging in areas previously done by 
hand. First commercial use of the 
unit will be the cellophane packaging 
of garment bags. 44 
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FEDERAL PAPER BOARD COMPANY, INC. 


SALES OFFICES: CHRYSLER BUILDING. NEW YORK 17, N.Y NEW HAVEN AND VERSAILLES, CONN BOGOTA, N.J 


BOSTON AND PALMER. MASS: STEUBENVILLE, OH!IO: PHILADELPHIA AND PITTSBURGH, PA 
FOLDING BOX PLANTS: BOGOTA. N.J.: NEW HAVEN AND VERSAILLES. CONN : PALMER. MASS.: STEUBENVILLE. OHIO; PITTSBURGH. PA 


PAPER BOARD MILLS: BOGOTA. N.J.. NEW HAVEN. MONTVILLE AND VERSAILLES. CONN : READING. PA.. STEUBENVILLE. O.. WHITE HALL. MD 
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CAN YOU SAVE WITH 
UNIDENTIFIED WRAPPINGS? 


Actually . . very few! Cosc for adding 
print DECORATION to any Thilco paper 
is surprisingly low. In fact, it costs you 
only a fraction more than plain, uninterest- 
ing papers. DECORATED papers give you 
so much extra, too. They provide product 
identity, stimulate more sales, and give you 
much more in merchandising values — to 
say nothing of the protective benefits that 
are also yours with the numerous kinds of 
functional papers Thilco offers 


LOOK WHAT PENNIES 
BOUGHT 


Make profits 
from pennies with THILCO 
Print-Decorated protective papers 


Looking for new ideas? Hobby-Land doesn't 
miss a trick. Taking advantage of FREE 
advertising space, their colorful, attractive 
trademark, not only attracts widespread at- 
tention on each delivery truck but also adorns 
their protective wrapping papers, boxes and 
bags — furnished by THILCO, of course! 
Take advantage of the FREE space your 
product wraps offer — investigate Thilco 
DECORATED papers today — It's the cheap- 


est advertising space money can buy. 


Thilco FUNCTIONAL papers 
Asphalted Waterproof Borriers, 
Waxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krofts and Bags. 


Write for free Sample kit. 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA - WISCONSIN 


NEW YORK «+ CHICAGO « DETROIT « CINCINNATI: 
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Cross-Promotion . . 


New Product Tags Do 
Double Selling Job 


By Jerome Jassenoff 

Sales Promotion Director 
Dennis Mitchell Industries 
Philadelphia 


In our business—making laundry 
carts, shopping carts, utility racks 
of various sorts, baby car seats and 
baby car bed-seat combinations for 
traveling—the use of tags is proving 
more and more important. 

Tags must serve the double pur- 
pose of informing and instructing, 
and that is what made us decide 
recently to change our complete tag 
system. In addition, we wanted to 
use our tags to advertise our other 
products. 


>» The first thing I did in preparing 
for a tag change was to sit down 
with various members of our adver- 
tising department, including Matt 
Regine, our advertising manager: 
our artists and the foreman of our 
printing shop, since we do the bulk 
of our own printing. 

Then we took inventory on the 
old tags to determine just what we 
could make out of them or whether 
to use any part of them. For ex- 
ample, we found that the use of 
zinc halftones in our tags was in- 
advisable because they did not il- 
lustrate the product sufficiently. We 
substituted line drawings. 

We also found that if we were to 
make our tags of sufficient size with 
enough white space at the top, we 
could actually sew the tags into the 
seams of products that were made 
on sewing machines. Where a prod- 
uct is made of all metal tubing, we 
left sufficient space for stapling. 


» We then decided to do a merchan- 
dising job with our tags. For ex- 
ample, where we tagged an Auto- 
Baby Seat, we reproduced artwork 
for our housewares items on the 
back, showing shopping and laundry 
carts, indoor dryers, Tee-Vee serv- 
ing tray tables, etc. Where we 
tagged a housewares item, we il- 
lustrated our juvenile line on the 
back. 

Gradually, as we began passing 
rough sketches for the new tags 
through the echelon of executives, 
we were given enough ideas to be- 
gin compiling a style of tag, includ- 
ing the use of additional colors. 
>» We were § faced 


with another 
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New. . Simplicity 


problem: that of using up the old 
tags and printing enough new ones 
in order not to delay production 
and shipment of our products. 

This was worked out in coordina- 
tion with production. In _ other 
words, we took inventory of our 
tags and tried to predict production 
for the next two to three months. 
Gradually, we were able to compile 
priorities and set up the printing 
schedules in our printing plant to 
meet the deadlines. Result was that 
we ran some tags virtually every 
day for about six months. And, 
when a press is open, we replate 
and resume running our tags. 

We also found that if we wanted 
to control production of tags, we 
had to replace heavy paper or card- 
board with an 80-pound white off- 
set paper, which takes up less stor- 
age space, is less expensive and is 
more versatile for use by the as- 
sembly departments. 


» We have been trying to determine 
just what the changeover cost us, 
as we completed printing some 22 
different identification tags. Actual- 
ly, compared to the previous year. 
when we farmed out such printing, 
there was a saving of some 11° 
in cost and in man hours. 44 





Frofewel Sources for 


Services and Supplies 


Thi 


Help Wanted 


ARTIST 


S IS a2 poSition tor a top flight newspapel 


idvertising artist. The man we are seeking 1s 
vetween 30 and 40 years old with experience 
with newspapers and advertising agencies in 


| phases of advertising art, including ROP 


color Top salary to the right man, also 
many benefits including free life, hospital 


urgical insurance, company-paid retire 
plan and paid vacations. It you are 
y interested in working on one of the 
1's largest newspapers, send resume of 


present status and future objectives, together 
with samples of your work, to Miss Ava 
Mille Personnel Director Des Moines 
Register and Tribune Company, Des Moines 


4 
Q 
\ 


Quik-CALS 


Iowa. All applications will be answered 
71 4 


ualified applicants will be flow to Des 


nes for interviews 


Advertising Services 


WINDOW AND DOOR SIGNS 
TRUCKS @ LABELS 
SHOW CASES 


WEATHERPROOF 
EASY TO APPLY 
ECONOMICAL 


We specialize in modest quantity produc- 
tion, fine craftsmanship, low prices. R. W. 
Boberg Co., 526 Copeland, La Crosse, Wis. 


ri 
J 


PPTL LOLOL ODO LOL DODO Ow" 


. . for more details circle 862, page 105 


SCREEN PROCESS 
DISPLAYS & PRINTING 


Finest-quality screen process printing of dis- 
plays, signs, etc. Complete service by mail 
Samples and details on request. Send your 
ayout for price quotation 

WILLIAM L. BUTLER 


211 Railroad Ave. Elmira, N. Y. 


. .. for more details circle 768, page 105 


PRE-CUT 
Trading Stamps 


Speed up your check-out counter with Ever 
Ready’s new Super-Pac. Ever Ready's easy- 
to-issue Super-Pac trading stamps are pre- 
cut in $5, $3, and $2 denominations. A valu- 
able time saver. 


SVU 


SX 


Ever Ready offers you a 
complete trading stamp 
service. Why not contact 
us today! 


EVER READY LABEL CORP. 


357 Cortlandt Street, Belleville 9, New Jersey 


Ww 


. for more details circle 877, page 105 


ADVERTISING 
REQUIREMENTS 

FOR 

ADVERTISING RESULTS 


Hand-Lettering 


¢ 
; . 


for hand lettering! 


Rapid Film-Lettering All Styles! 
No Minimum! FREE Specimen Book! 
RAPID TYPOGRAPHERS, INC. 


305 East 46th Street, New York 17, N. Y. 
MUrray Hill 8-2445 


TO ANY SIZE YOU WANT! 
Order from Style Book AR —on request 
Delivery anywhere in the U.S.A 


. . . for more details circle 840, page 105 


Art and Photo 


sD 


artists! materials 


Chicago 

Los Angeles 
New York 
San Francisco 


- .. for more details circle 790, page 105 


CAMERAS — ART AIDS $485 & UP 
$ SAVERS PRINTING 


SILK SCREEN 
Ovater Inquies lnvited 
LACEY-LUCI PRODUCTS CO 
31 Central Avenue 
Newark 2, N. J 


WRITE FOR CATALOG AR 


. . . for more details circle 808, page 105 


Product Promotion 


Supplement your ad campaign with a 
proven method for Product Promotion 
Saturate a tremendous consumer audience 
thru RADIO & TV “GIVEAWAY 
SHOWS. Products placed on Los An- 
geles, Regional an National contest 
shows AT LOW COST. We also ar- 
range Film Star Endorsements. Write 
Roberts & Gail, 5880 Hollywood Blvd., 
Hollywood 28, Calif. 


. . » for more details circle 846, page 105 


Exhibits 


PRE-FAB Low 
Cost Conven- 
tion Displays 


_ SHIP’N SHOW 
Self-Contained 
All Wood 
Displays 


Fibreglas 
SHOW-DRAPES 
with your logo 
in modern 
designing 


exhibits 


CHECK—Attach to 


company letterhead for full information. 


Capex Company, Inc. 


615 South Boulevard, Evanston, Illinois 


- .. for more details circle 770, page 105 


Engravings 


EXACT @ COLOR )# pixur COLOR 


Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well 


Save '2 usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. ideal for 
most purposes 


| SEE FOR YOURSELF \.._ SEE THE DIFFERENCE] 


STAFFORD ENGRAVING CO. 
229 N. PENN. ST. « INDIANAPOLIS 


- .. for more details circle 851, page 105 


Stock Art 


© SCISSORS-TIP_ARTe 


The most convenient and the quickest way to 
produce smart printed promotions is to use 
the Clipper Scissors-Tip way. Free sample 
copy, yours to use, no obligation. Address... 


UG Rye dl te 


Box 806N, Peoria, Illinois 


. - for more detcils circle 818, page 105 


P.O.P. Display 


SCULPTURAL PROMOTIONS, INC. 


1 Comal} ME dalla 1-13 
for smart sculptured P-O-P 
long and short runs 


441 LEXINGTON AVE ta med ae 
MUrray Hill 7-1369 


. . . for more details circle 847, page 105 
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The “key number” preceding the name of each advertiser listed below 

ww advertisers corresponds to a number on the Readers’ Service cards on the following 
insert pages. If you desire additional information concerning the products 

or services offered by any AR advertiser, all you need do is to circle the 

number on the Readers’ Service card corresponding to the number shown in 

the index. The same numbers appear at the bottom of the advertisements. 


CEOUEPEEEEOEEEOUOREEROOEEEOHOOEROEUROOEOEROHROROORRO RR OROEEE PEUEEEREREEEEOERUREOEETEOEEOE DUET ERORCORTERORECRE NORE EUREOOSREOOROEREEDOEEOEEEORUREEOCEEGOTROEEDEOORURESESEROR SOTO EO T ADH P DROP EO ORORRDOROREO TRO RO RRO RR GRRE ROEED 


Readers 
Service 
Number 


FOUCCEECOEOEROROOROHERS CERUCUOOOECEPOODUEOREORSRHORE GC ECREEORORED OPURREDEROOOEEOOHCCE CCE CROCCOCOROEEE 


Acco Products, Inc. — Kenway Products 64 
Acme Gravure Services Inc. 805 Kier Photo Service 76 
Acrolite Products Incorporated 806 Kleen-Stik Products, Inc. b 
Adtype Service Company — Krueger Co., W. A. 80A 
American Neckwear Mfg. Co. 807 Labcraft Internationa] Corporation 12 
American Trade Press Clipping Bureau 808 Lacey-Luci Products Co. 103 
American Type Founders 809 Letter Shop Inc., The 

Appleton Coated Paper Company, The 810 Lewis Artist Supply Co. 

Avery Paper Company 821 Magnex, Inc. 

Bacon's Clipping Bureau — Major Photo Co. 

Bartz, F. H. 811 Marvellum Company, The 

Bauer Alphabets, Inc. 812 McLaurin-Angier Company 

Belford Co., Inc 813 Mead Paper Corporation 

Black Box Collotype Studios, Inc. 819 Mergenthaler Linotype Co. 

Boberg Co., R. W. — M.F.A. Publishing Departmen: 

Bostitch 820 Miller Advertising Service 

Brandt Corporation, The 814 Millers Falls Paper C 

Brodie Advertising Service 815 Milprint, Inc. 

Brownville Paper Co. 817 Monsen-Chicagc 

Burrelle’s Press Clipping Bureau 818 Multi-Ad Services 

Butler Paper New York Corp. 823 National Folding Box 

Butler, Wm. L. 824 Naz-Dar Company 

Cantine Company, The Martin — Neenah Paper Company 

Capex Company, Inc., The 825 Oravisual Company, Inc. 

CBS Television Film Sales, Inc. 826 Pfaelzer Brothers, Inc. 

Champion Paper & Fibre Co. 827 Pioneer Rubber Company, The 

Chicago Almond Products Co. 828 Pitney-Bowes, Inc. 

Chicago Cardboard Company 829 Plastic Binding Corp. 

Chicago Show Printing Company 830 Porcelain Enamel Finishers 


Clement Co., J. W. 831 Prentice Products 


‘ollins, Miller & Hutchings, Inc. 832 Presto Process Co. 


Colourpicture Publishers, Inc. 833 Progress-Hanson-Progressive Group, The 
Commercial Controls Corp. 834 Progress-Hanson-Progressive Grour 
Coxhead Corporation, Ralph Co. 837 Public Relations Service Cc 

Craftint Manufacturing Co., The 835 Publishers Book Bindery, Inc. 

Dean Color Laboratories, Inc., David 836 Quantity Photo Co., The 

Des Moines Register & Tribune 838 Radiant Color Co. 

Dexter Press, Inc. 839 Rapid Copy Service, Inc 

Dick Co., A. B. 840 Rapid Typographers, Inc. 

Display Sales 841 Radio Corporation of America 
Displayers, Inc., The 842 Remington Rand Division of Sperry 

Dot Engravers, Inc. 74 Rand Corporation 

Dow Chemical Company, The Inside Front Cover 843 Rising Raper Company 

Du-Plex Onvelope Corporation 48 846 Roberts & Gail 

Duo-Fast Specialty Co. 64 844 
Durable Rubber Products C 96 845 
Eastern Corporation 32 855 
Eastman Kodak Company 28, 54-55 857 
Engel, Inc., J. A. 42 

Eureka Specialty Printing Company 10 Sersen’s Imprinting, Inc. 
Ever Ready Label Cory 103 850 Sloves Mechanical Bindinc 
Falulah Paper Company Inside Back Cover 851 Stafford Engraving 
Flax Artists’ Materials 103 852 


Grace Sign & Mfg. Co. 16 
Graphic Systems 82 
Haberule Co., The 76 
Hammermill Paper Company 13 Switzer Bros., Inc. 

Hankscraft Company, The 94 Tauber Plastics Inc. 

Hansen Mfg. Co., Inc. 33 Tel-A-Story, Inc. 

Harwald Company, The 40 Tension Envelope Corporation 
Heinn Company, The 17 Thilmany Pulp & Paper Company 
Heyer Corporation, The 30 U S Color 

Hinde & Dauch 15 
Hollywood Banners 24, 96 
Idea Art 50 


International Assoc. of Electrotypers & Stereotyp- 


Robertson Sign Co. 

Rohm & Haas Company 
Sales Letters Incorporated 
Screen Process Printing 
Sculptural Promotions, Inc. 


WO,~ 
Standard Thermometer 
Stegeman Products 

Stivers Studio 

Superior Engraving Company 


Varigraph Co., Inc. 

Volk Corporation 

Warren Company, S&S. D. 
Warwick Typographers, Inc. 
ers, Inc. 56A Washington Photo Engravinc 
International Color Gravure, Inc. 20 Weber Co., F. 

International Paper Comrany 16A West Virginia Pulp and Paper 
Interstate Printing Co. 8A Weston Company, Byron 
Intertype Corporation Back Cover Windsor Metal Products 
Kaufmann Mat & Stereotype Co., The 82 Wynn Imprint Inc. 


ar ¢ October 1956 





ar RG reser iiits, MULLS 


Requirements | Sew 
* Send for these helpful selling tools 


7Q1/Circle on Readers’ Service Card 
Stampograph Transfers 


a humorously illus- 710/Circle on Readers’ Service Card 


: New Boy, His Ap- Machine-Set News Gothic 
ples and a catalog that depicts a praisal of Outdoor Advertising,” 


offered . . » information on the production of 
News Gothic and News Gothic Con- 


he Stampo- (Page 45) densed on Intertype matrices for machine 
(Page 64A) 


1 transfers for pre- by General Outdoor Advertising 


composition is available from Intertype. 


708/Circle on Readers’ Service Card Available with specially designed com- 
702 /Circ! n Readers’ Servic ird 


le Metal Displays panion bold faces, these types can be 
- an illustrated leaflet from American obtained in 6, 8, 10, 12 and 14 pt. sizes. 
nd explanation of some h Art Works Inc., Coshocton, O., describes a (Page 77) 
wide variety of metal signs and displays 
produced by the company. Examples 711/Circle on Readers’ Service Card 
range from a Totem Pole display to a Aluminum Labels 
slace Lighthouse dispenser unit. . . » samples of aluminum labels whose 
camera and (Page 45) letters, characters and colors are anodized 
(Page 32D) into the foil, and a folder giving full de- 
7O9/Circle on Readers’ Service Card tails is available from C&H Supply Co., 
Trajanus, Palatino Cut Inglewood, Calif. (Page 101) 
. Warren Chappell’s typeface Trajanus, 
in the antique style, is illustrated in a 712/Circle on Readers’ Service Card 
two-color specimen: sheet from Stempel Marcy Text 
about Typefounders, Morristown, N.J. Stempel . . . the development of a new lightweight 
from the Haloid also offers illustrations of Palatino, Her- book text called “Marcy Text,” is de- 
(Page 32D) mann Zapf's type inspired by the work scribed in a folio from Finch, Pruyn and 
f a 16th century scribe. (Page 77) Co., Glens Falls, N.Y. (Page 71) 
7Q4/Circle on Readers’ Service Car 


Selling With 3-D 


a list 


Foreign Release Assistance 
. a folder from the International Visi- 
* Please print or type information below 
den ¢ ° 
copertanan Service Name cance 
specialized 
i cao ¢ aa Company __ Products 


(Page 50) ; 4403 Address City & Zone 


705/Circle on Read 
Visual Aid Pack * Please send me the following: 
Items mentioned in editorial columns: ~~ 701'-:*702 703 704 705 706 707 708 709 710 
711 712 713 714 715 716 717 718 719 720 721 722 723 724 725 
More details from AR advertisers: 751 752 753 754 755 756 757 758 759 760 761 762 
vai le from 763 764 765 766 767 768 769 770 771 772 773 774 775 776 777 778 779 780 781 782 
sic. 783 784 785 786 787 788 789 790 791 792 793 794 795 796 797 798 799 800 801 802 
(Page 32D) 803 804 805 806 807 808 809 810 811 812 813 814 815 816 817 818 819 820 821 822 
823 824 825 826 827 828 829 830 831 832 833 834 835 836 837 838 839 840 841 842 
908/Circle on R 843 844 845 846 847 848 849 850 851 852 
New Type Script * Nete: Inquiries for items listed not serviced beyond January 15, 1957 
. American Type Founders, Elizabeth, 
f hure on the 
1 by letter- 


ete upper 


the Postage No 


t Santee : 5 Postage Stamp 
: Cape Will Be Paid sonee 
(Page 76) by Ne ne 


If Mailed in the 
Addressee United States 
707 / Circ] n Read ’ Servic urd 


“The New Boy” 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago. Ill. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
wes ee 
200 East Illinois St., 
Use these return cards 


for publications Chicago 11, Ill. 
mentioned on this page 





a | Advertising 


Requirements 


* Send for these helpful selling tools 


713/Circle on Readers’ Service Card 
Menu Stock 
details on “Supertuff,” a heavy 
coated cover stock developed especially 
for menus are available from the Apple- 
ton Coated Paper Co., Appleton, Wis. 
(Page 71) 


714/Circle on Readers’ Service Card 
Mead Color Series 

. a sample folder of the Mead series of 
De and Se tinted papers introduces a new 
gray tint as the seventh color to be added 
to the line. Other colors in the folder are 
blue, canary, green, cerise, india and 
fawn. (Page 71) 


718/Circle on Readers’ Service Card 
Periodic Paper Samples 

. to keep its customers posted on the 
company’s current paper stocks, Kimberly- 
Clark is offering a dated file folder of 
coated paper samples. The folder contains 
eight “periodic samples’ — one for each 
of the company’s coated papers. (Page 72) 


BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, Ill. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 


200 East Illinois St., 
Chicago 11, Ill. 


aaTTEOT ULE. 
Sere 


71G/Circle on Readers’ Service Card 
The “Perfelope” 

. samples of the Perfelope, a continu- 
ous form envelope designed for high- 
speed operation over typewriters, tabu- 
lators, addressing machines and other 
units using pinfeed devices, are available 
from Standard Register Co., Dayton, O. 

(Page 72) 


717/Circle on Readers’ Service Card 

PR Sales Kit 

. - « details on the “Sales-Maker,” a pack- 
aged public relations kit designed to cre- 
ate customer contacts and increase sales 
for graphic arts and advertising sales- 
men, are offered by Culver Products Co., 
Culver City, Calif. (Page 57) 


718/Circle on Readers’ Service Card 
Store Design Booklet 

. a 16-page booklet by designer May 
Bender of Lane-Bender Inc., New York, 
offers information on the function of store 


No 
Postage Stamp 
Necessary 
If Mailed in the 
United States 


* Please print or type information below 


Company 
Address 


*® Please send me the following: 


items mentioned in editorial columns: 


Title 


Products 
City & Zone 


701 702 703 704 705 706 707 708 709 710 


711 712 713 714 715 716 717 718 719 720 721 722 723 724 725 


More details from AR advertisers: 


751 752 753 754 755 756 757 758 759 760 761 762 


763 764 765 766 767 768 769 770 771 772 773 774 775 776 777 778 779 780 781 782 
783 784 785 786 787 788 789 790 791 792 793 794 795 796 797 798 799 800 801 802 
803 804 805 806 807 808 809 810 811 812 813 814 815 816 817 818 8T9 820 821 822 
823 824 825 826 827 828 829 830 831 832 833 834 835 836 837 838 839 840 841 842 


843 844 845 846 847 848 849 850 851 852 


* Note: Inquiries for items listed not serviced beyond January 15, 1957 


Jesign concerning the problem of getting 
the customers in the 


tore from the side- 


walk, (Page 96) 


719/Circle on Rea 
Traveling Ads 
. The Robert A. 


offers information on a new 


Haas C Pittsburgh 
outdoor ad- 
vertising service that enables ad panels 
be installed on the rear surface of truck 
trailers. (Page 96B) 
720/Circle on Readers’ 

Calculating Ads 


- @ copy of a sales message “taped” 


onto a strip of calculator paper is offered 
Calculators Inc., New York. 


Printed in red and black, the almost 29” 


by Classic 


strip was produced to what the 
‘lassic M.A.S. calculator can do. 


(Page 81) 


show 


721/Circle on Readers’ 
Varigraph Lettering Booklet 
. . an illustrated bo 


Service Card 


oklet prepared by the 
Varigraph C Madison, Wis., describes 
various types of precision 
sible with the 


templets. 


lettering pos 
Varigraph by using various 


(Page 58) 


722/Circle 
Self-Shipping Exhibit 


information on a 


on Readers’ Service Card 


“prefab” self-con- 


tained exhibit opens out of its own 
shipping case to fit an 8x8’ 


needs approxir 


booth and 
nately 


just five minutes to 
lah! Sana 


w York (Page 86) 


“No Crates Necessary” 
. a leaflet ! 

ators Inc., Chicag 

self-crating booth that’s 


by merely opening 


724/Circle on Readers’ Service 
“Theme” Literature 
Organization Detroit, 


offers _ literature seeking 


“themes” for meetings ; contests and 
safety promotions. (Page 88) 
725/Circle on Readers’ 
Dystrip Process 

. the step-by-ste; of the 


ul Vian 


Dystrip method I elevation 
tints for map or ch ng is 
in a new booklet 


Products Co., Brooklyn. 


Qa 


Use these return cards 
for publications 
mentioned on this page 


utlined 


Ulano 


(Page 82) 





PREVIEW 
PRESEN 'T ATION va 
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Everyone interested in coated blanks for display cards, 

car cards, window displays, calendars, menus and other items 
will want to get a set of these latest FALPACO demonstration 
samples. Much useful information, halftone screen percentages, 
second color surprint effects, grain specification tips, etc. 

Send in coupon for your set of samples. 
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Distributed by authorized paper FALULAH PAPER COMPANY 
merchants from coast to coast 500 FIFTH AVENUE, NEW YORK 36, N.Y. 
GENTLEMEN: 
Please send me my set of latest Falulah samples 


Lewes eee mane aaame 


. for more details circle 789, page 





Look at the 


blowups you can make 
with FOTOSETTER composition 


Big type at low cost is routine for 
Fotosetter composition. All sizes 
from 4 pt to 54 pt are set right 
from the keyboard. Enlargements or 
reductions are obtainable from any 


commercial enlarger or camera. 


Fotosetter composition ¢ paper is the cleanest, 
sharpest type available. I inksqueeze, all smears— 
no retouching is needed. mposition will give 
you the film for direct p letterpress, offset 

or gravure right off the n aces, in all sizes. 

Do you realize that typos inters in 33 states 
are using Fotosetter mac n't you 


contact one of them? 


@ Unretouched enlargement. 


Intertype Corporation 


360 Furman Street, Brooklyn 1, New York 


Chicago, San Francisco, Los Angeles, New Orleans, Boston 
In Canada: Toronto Type Foundry Co. Ltd., Toronto, Montreal, 
Winnipeg, Vancouver, Halifax 


Fotosetter is a registered trademark—Fotosetter Bodoni Book 


- «+ for more details circle 803, page 105 





